

















| 








JOAN CRAWFORD 


To help you sell silver 
to brides all through May 


INTERNATIONAL SILVER COMPANY'S 


Star Radio Program 


“THE SILVER THEATER” 


featuring 


Apr. 30th +. MELVYN DOUGLAS & CONSTANCE BENNETT 


May 7th . . . . . . . JOAN CRAWFORD 
May 21st. . . . . . . . HELEN HAYES 
May 28th. . . . . . . . HELEN HAYES 


in romantic dramas every Sunday at 6 P.M., E.D.S.T. 
on a Coast-to-Coast hookup. 


Round the calendar since last September, this pro- 
gram has been keeping star-fans tuning in—keeping 
America silver-conscious—helping you sell 


1847 ROGERS BROS. SILVERPLATE 
INTERNATIONAL STERLING 


Tie in—let this powerful radio program make this your 
biggest May in silverware. 





MELVYN DOUGLAS 
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Your EYES will tell you that the new KON-ITE 
Watch Straps are good looking. 


Your CUSTOMERS will tell you that they 


wear better, are more 


comfortable, give perfect 


all around satisfaction. 


The reasons .... 


KON-ITE’s superior work- 


manship, finer materials and exclusive construc- 


tion features. See the 


new line at your jobber’s. 
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SPEAKING OF THE JEWELRY TRADE 


P acking silver flatware 
in fours or eights, instead of the pres- 
ent method of six, was discussed by 
William G. Thurber, of Providence, 
R. I., vice-president of A.N.R.J.A. 
and chairman of the association’s 
silver committee, at the recent mid- 
year convention in San Francisco. 

“A brief check-up on this indi- 
cates that there is very much more 
flatware sold in 4’s and 8’s than for- 
merly, and that this method of buy- 
ing is also found in china and glass. 
The increased interest in bridge is 
supposed to have brought this situa- 
tion about; for instance, when people 
give dinner or luncheon parties they 
usually arrange them in units of four, 
or as many tables or cards as they 
wish. 

“Checking with some 30 jewelers, 
the committee finds that 19 approved 
of the method of packaging in either 
fours or eights, and 10 were opposed 
to it. In regard to whether both 
fours and eights should be used, 16 
stated No and eight stated Yes. Of 
those who did not approve of using 
both four-and eight-packaging, about 
three-fourths were 
ing fours only.” 


in favor of hav- 


© © 


A “helpful bit of advice” 


which a woman’s journal printed in 
a column of household hints is illus- 
trative of the unwholesome concep- 
tions which the public often gets 
through material of this sort, which 
has no basis in fact, and could easily 
be disproved by a little checking, 
reads as follows: 

“If the watch stops after a knock 
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the balance wheel has probably 
been shaken out of its position. Open 
the watch and lay it on its face on 
a plate. You will find that the small 
wheel with spring attached that 
usually oscillates has stopped, and 
if you look closely you will probably 
see that the pointed end of the spin- 
dle has slipped out of its hole. Take 








a darning needle and carefully push 
this spindle back toward its hole 
until you feel it sinks into place. 
Never take out screws to get at the 
Never turn the hands back- 
The habit takes years of 
wear out of the delicate mechanism.” 

Don’t worry, Watchmaker, maybe 
the darning needle experiment will 
result in a real repair job for you. 
Perhaps in a future column the 
“expert” will tell her readers how to 
replace a bent balance staff pivot or 
a cracked balance jewel. 


works. 
wards. 
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a nearly every neighborhood 
which supports a jewelry store 
there’s somebody who collects min- 
erals, either as a business or as a 
hobby. Mineralogists and jewelers 
have many interests in common, and 
Richard H. Van Esselstyn, writing 
in a recent issue of The Mineralo- 
gist, believes that they have marvel- 
ous opportunities for swapping, with 
profit to both parties. 


33 
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“You may have an uncut quartz 
mineral, beryl, opal, turquoise, to- 
paz, amethyst, garnet, or one of the 
many other gem materials your 
jeweler needs for a sales display,” 
he reminded the mineral collectors. 
“Or the jeweler may desire to dis- 
play some of your fine gem materials 
in his window. On this basis a trade 
may be consummated; it is not at all 
unusual.” 

In exchange for rough from the 
mineralogist, the jeweler can trade 
damaged or unsalable gems, which 
the former may want to fill out his 
cabinet display. One or two ex- 
amples of rough material enhances 
the jeweler’s showing of cut and 
mounted gems, and vice versa one or 
more cut specimens add interest to 
the collector’s assortment or matrix 
and crystals. 

Mr. Van Esselstyn is associated 
with Mirabeau C. Towns as an im- 
porter of gems at 3 Maiden Lane, 
New York. 
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heat in a 
Chicago penthouse contributed to the 
. successful efforts of an Iowa jeweler 
to bring the famous jewel collection 
of the late Samuel Insull to Des 
Moines. “I sweat blood in that pent- 
house,” J. J. Bittle, owner of Mas- 
tercraftsmen Jewelers, Inc., Des 
Moines, related in an interview. “‘but 
I got the collection I had been after 
for three years. That July after- 
noon, it was so hot that all the Chi- 
cago jewelers who were interested 
in the collection which were to be 
sold that day had gone to the beach, 
but I stayed on the job.” 
That was not the only trick in 
Bittle’s fight to buy the Insull col- 
lection of nearly 300 pieces. The 








most important one was a fumble by 
the government of Argentina, which 
was waiting for the buyer with a 
writ of attachment. No sooner had 
Bittle’s bid been accepted, than he 
was served by Argentine representa- 
tives. His heart sank, he admits. 

His attorney discovered, however, 
that the writ listed Bittle’s home as 
in Illinois and since he lived in Des 
Moines, Ia., the writ was not legal, 
the lawyer declared. Then, before 
attorneys for the Argentine govern- 
ment could cable a change of the 
writ, Bittle quickly obtained a sher- 
iff’s sale deed and the jewels were 
his. The prize of the collection is 
a topaz sautoir mounted in solid high- 
karat gold weighing 48 pennyweight. 
The topaz weighs 61.35 karats, with 
a madonna at prayer carved in high 
relief. Surrounding the topaz on 
the gold mounting are 34 oriental 
pearls weighing three-fourths of a 
grain each. 
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A new idea which worked 
out nicely for Maier & Berkele, Inc., 
Atlanta, Ga., last summer was the 
repairing of family silverware. Small 
display advertisements were used, in 
which the idea of leaving the family 
silverware at the Maier & Berkele 
store to be safely kept and put in 
first-class condition while the family 
is away on a vacation, has had a 
strong appeal to a large number of 
Atlanta families. Not only does this 
perform a real service for customers 
and prospective customers of the firm, 
as it puts’ the silverware in safe-keep- 
ing for the two weeks or a month that 
the family will be vacationing, but it 
enables Maier & Berkele to “step up” 
their summer repair work by another 
notch. And summer repair work, as 
every retail jeweler knows, is much to 
be desired when vacatioms cut into 
the monthly sales volume. 
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a the course 
of an address made by H. J. Kenner 
at the dinner conference for the pre- 
vention of commercial fraud held a 
while ago at the Hotel New Yorker. 
Mr. Kenner said in part: 

“Tt is a heartening thing when dis- 
trict attorneys campaign against 
frauds and when courts and juries 
view them with the seriousness their 
nature deserves. 


“Business has long realized, how- 
ever, that it is not only the job of 
public prosecutors and government 
agencies to block fraud, but it is also 
a major responsibility of its own. 
Business has assumed this responsi- 
bility with some alertness in the 
past; it must be even more alert. 

“Business detests fraud, not only 
in its blatant forms but also in its 
insidious shapes. It is a kind of com- 
mercial practice with which honest 
men have no chance to compete. If 
trade chicaneries flourish, business is 
bound to be wrecked like a ship carry- 
ing a cargo of acid which gradually 
cuts through its hull.” 


© © 


‘hie conductor of the column 
“Strolling,” in the Memphis Press 
Scimitar, recently heard there was 
a family of Negroes in Memphis 
with diamond-studded teeth. The re- 
port proved to be true. Walter and 
Sarah Mason and their daughter, 
Arah, living at 355 Hernando St., 
were members of a circus troupe 
with Miller Bros., 101 Ranch Show 
for seven years. They made good 
money and invested part of it in 
diamonds which they employed a 
dentist to imbed in their teeth. The 
teeth were gold crowned as a setting. 
The diamonds are valued at more 














than $600. Walter Mason is a 
musician in a dance hall in Memphis 
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Bite approaching visit 
of their British Majesties with the 
Cullinan-studded crown of Queen 
Elizabeth in the royal baggage lends 
interest to the fact that the son of 
the man who polished the 105 sepa- 
rate gems that were cut from the 
mother Cullinan is a New York dia- 
mond cutter. 

He is Samson Koe, of 87 Nassau 
St. It was his father, Henri Koe, 
who in 1908 polished the gems for 
Edward VII, after the 3024-carat 
rough stone had been cleft by Joseph 
Asscher. Cullinan No. 1, weighing 
516.5 carats, is set in the English 
scepter; the remaining 104, ranging 
in weight from 4 to 309 carats, be- 
deck the Queen’s crown. 
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oe Commissioner 
Hugh C. Finley, jeweler of Kala- 
mazoo, Mich., takes pride in the 
honor that has been bestowed on his 
city, that of being “The Best Gov- 
erned City in the United States.” 
Kalamazoo last year became the first 
and only city in the country with a 
population of more than 50,000 to 
be debt-free. 
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JOY HODGES 


Universal star 























ODAY’S costume, no matter what the occasion or pur- 

pose, has a bare look unless worn with its complement- 
ing jewelry ensemble, says Vera West, Universal Studio’s 
designer, who is a firm advocate of costume decoration for 
all occasions around the clock. Frequently she selects a 
jewelry ensemble and builds around it the sort of outfit 
which will best enhance its design and lines. For the bur- 
nished gold necklace and bracelet ensemble worn by Joy 
Hodges in “They Asked for It,’ Miss West designed a 
powder blue knit ensemble, shaping the neckline to fit the 
leaf link necklace and its pendant. To show its sheen, the 
bracelet is worn over blue kid gloves, which further serve 
to hold it firm on the wrist so that the grape and leaf motif 
is always in evidence. 











6¢ ALL-AMERICAN” was the theme 

of NBC’S Hollywood radio 
stars when they joined the Easter 
parade. As a color scheme they chose 
Uncle Sam’s red, white and blue, with 
gold American emblems to complete 
the patriotic ensemble. Helen Wood 
pins her navy suede initial on her 
white dress with an American flag em- 
blem by Joseff. 


ADALINE 

LEE, who 
plays “Genevieve 
Blue” in the Amos 
‘n’ Andy program, 
wears sapphires 
with the new rich 
pastel shade of blue 
named for her radio 
role. 








Planning Spring bridal displays? 
Then you’re invited to sit in on 
this round-table discussion of 
ring and silver promotion, with 
experts from coast to coast 


telling how they build sales 


by W. B. STODDARD 


HERE are two things about which a girl always 

thinks when she is going to get married,” said 
L. H. Burnett, president of Burnett & Sons, Inc., 
Tacoma, Wash. “The first is, of course, her engagement 
ring, and the second is her silver. Figuring that we 
could utilize this combination of ideas to stimulate sales, 
we offered a special price on a 26-piece set of silver with 
all engagement rings amounting to $50 or more. Our 
plan resulted in many thrifty young people coming to 
us for their rings. But the best feature was that it 
definitely established the bride’s pattern, and in practi- 
cally every case she or her friends and relatives com- 
pleted the set here—thus giving us a good profit on all 
the hollowware, and the additional flatware.” 

This same idea that rings and silver make an excel- 
lent combination to publicize at the same time because 
most prospective brides pick their silver patterns well 
before the wedding was also used to good effect by the 
Bohm-Allen Jewelry Co., Denver, Colo. This firm in- 
stalled a window titled “Spring Time, Tulip Time, 
Bride Time.” 

The floor was covered with a green throw to give the 
effect of grass, with imitation tulips growing through it. 
Engagement and wedding rings and silverware were dis- 
played on yellow, lavender, and pink paper cutouts of 
varying size, shaped like the tulip flower. 

“No other jewelry except engagement and wedding 
rings was used,” secretary J. A. Willson, who installed 
the window, pointed out. “This was done because it 


THE RING SAL 


was felt that bracelets and other pieces of jewelry 


_would defeat the intention of the effort—getting the 


business of brides-to-be. The appeal was made specially 
to young couples who walk by our store in the evening 
on their way tc downtown theaters. Showing silver- 
ware with the engagement and wedding rings was de 
signed to get the bride-to-be to select her wedding ring 
and silverware at the same time that she chooses the 
engagement ring. And it worked!” 

Another effective display based on the same idea was 
arranged by the Nash Jewelry Co., Inc., Long Beach, 
Calif. Cards of blue and white, hung on the wall, were 
captioned “Bridal Gift Time at Nash’s.” In the fore- 
ground were many different styles of engagement and 
wedding rings, while at one side was a chest of silver 
flatware. Cutouts of bride and groom, and of the bride 
holding a sheaf of lilies, were used to call attention to 
the wedding gifts displayed. Among the cards of sug- 
gestion were “The traditional gift for the parents of the 
happy couple—a chest of silver or a silver tea service’; 
“Every bride appreciates the beauty of a diamond en- 
semble—engagement and wedding ring,’ and “An ideal 
gift for bridal attendants, Ronson cigarette lighters.” 

Another firm that was highly successful in getting its 
rings and silver before the public was the LeRoy Dia- 
mond Co., Los Angeles. A pair of dolls, dressed as 
bride and groom, stood on a dais of black velvet, while 
on the floor and on chromium fixtures were silver tea 
service, candlesticks, vases, compotes, etc. Cards of con- 
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Photos, Camera Guild, Dana B. Merrill, Gruen Watch Co. 


iS A SILVERWARE OPPORTUNITY 


ally 
ing 


de- 
ing 
the 


Was 


ere 
re- 
und 
ver 
ide 

to 
ug- 
the 
Bf 
en- 
eal 





gratulation, in the form of little cardboard figures 
dressed as bridesmaids and ushers, bearing cards con- 
taining good wishes, were placed in front of each item 
of flat or hollowware. 

Ensemble rings were cleverly called to the attention 
of the public by Bullock’s, Inc., Los Angeles, through a 
distinctive window. Reduced to the size of a big shadow 
box, lined with blue, the window showed a bride in veil 
and gown. Dropped from the top of the box were 
several long white ribbons, each with a diamond ring 
fastened to the lower end. On low pedestals were white 
satin cushions, on each of which lay an ensemble—en- 
gagement and wedding diamond studded rings. Clouds 
of chiffon draped the upper part of the window, and 
the case was illuminated with blue light that made the 
glittering gems sparkle enticingly. 

Sterling silver was spotlighted effectively by the Geo. 
D. Davidson Co., Los Angeles. In their window they 
displayed a starter set of sterling silver. A card de- 
clared: 


AFFORD STERLING? OF COURSE YOU CAN. 


Start with a beginner's set in Candlelight—4 spoons, din- 
ner forks, dinner knives. salad forks, only $45. Use wedding 
checks for fill ins. 


A number of pieces of hollowware were shown, and 
on cards suspended in the upper part of the window 
were 14 different patterns of sterling flatware. 

Silver was also featured in the store’s newspaper ad- 
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vertising throughout the month, thus tying in with the 
window display. Some of the ads approached the mat- 
ter from a different angle, being aimed more directly 
at the parents than at the young couple themselves. A 
typical advertisement of this sort began: 


A BRIDE'S SILVER 
THE TRADITIONAL GROOM'S FAMILY GIFT 


Custom dictates the flat silver and tea set should be a 
family gift. Illustrated set $125. Others to $1,000. Silver 
plated tea sets, from $50. 


Sterling silver gifts for graduates, bridesmaids and 
groomsmen were featured in the advertising of Donavan 
& Seamans Co., Los Angeles. They illustrated and priced 
a number of quality souvenirs for the members of the 
wedding party, including a lady’s comb, powder and 
rouge compact, bracelet, bookmark, letter opener, man’s 
comb, and sterling silver gear-shift ball with monogram. 
These items and several other novelties were displayed 
in one of their windows, with the card, “Suggestions 
to the Bride and Bridegroom.” A good selection of 
small, quality gifts were shown in the case next to that 
devoted to ensemble rings, and many a young couple 
coming in to select their rings often included the pur- 
chase of their wedding party gifts at the same time. 

“Don’t fail to have your ads well illustrated,” is the 
advice of Brock & Co., Los Angeles, who featured 
sterling flatware “for daily service.” Each advertise- 

(Please turn to page 61) 
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People Are NOT 


ES, that’s printed right! Read it again! “People 

are NoT interested in jewelry.” Or terms! But they 
are interested in what jewelry will do for them. They're 
interested in pride of ownership! The praise of friends! 
The envy of their neighbors! Something to make them 
look more attractive or successful and prosperous! 

The jewelry, its price and its terms, is, in their minds, 
only a means to an end or objective. Unless people 
desire that objective, the merchandise or price mean 
absolutely nothing. 

How often do we see window displays of jewelry that 
make people say “How beautiful!” That merely feeds 
our vanity as window trimmers. It doesn’t ring the cash 
registers—or pay our bills. It would be far better to 
have a display that causes people to see a reason why 
the jewelry or watches or diamonds would give them 
that intangible something that everyone wants—joy and 
pride of possession. That is what makes people buy. 

The annual Valentine season is a good text for a 
little sermon we ought to preach to ourselves. Hundreds 
of thousands of dollars were spent for flowers, candies 
and greeting cards! What tiny percentage do you think 
went into the jewelry stores of this country? 

The florists had a marvelous series of ads and dis- 
plays which appealed—not to price—but to emotions! 
(And don’t forget, except for groceries, emotions influ- 
ence 95 per cent of all sales.) They said, in effect, 
“Flowers will best express your love.’ Fiddlesticks— 
nothing expresses true love and lasting sentiment like 
jewelry. Centuries ago “jeweled trinkets” were the only 
type of gifts to express heart interest or regard. Yet 
the florists put it across. How did we lose this ages-old 
start on all other businesses? Just because we've sat 
idly by, feeling it was our divine right to this trade, 
while others developed ways and means of taking it 
away from us! 

Need we continue to bend our heads to these aggres- 
sive transgressors? Is our hope for our former leader- 
ship a lost one? Not if we all do something about it. 
Not if we do something to educate the rising generation 
to the realization that ours is the merchandise that 
brings most joy, pride and lasting satisfaction. Not so 
many years ago, youth’s greatest ambition was to “Some- 
day wear fine jewels and diamonds!” Today, to judge 
by their actions, many young people hardly know that 
such a thing as jewelry stores exist! And yet these 
young people are your market of tomorrow! They will 
be the men and women upon whom the future of the 
jewelry business depends. 

Every day in every way that we can, in all our con- 
versations with the public; in all our advertising; in all 
our displays—we should point out what our products 
will do for those who will buy them. Don’t simply harp 
on price, price, price. Your competitor is not the other 
jeweler—you both have a common problem and aim. 
Your competitor is the florist, the electrical appliance 
dealer, the druggist, the automobile dealer—all of whom 
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interested in Jewelry 


Jewelry sales psychology is bigger than price appeal 
or arty windows. ‘‘Joy-of-Possession" is the chord 
that makes people buy jewelry, diamonds and 
watches. Let's show the world how our merchandise 
helps them look, and be, more attractive, more suc- 
cessful and more prosperous. Study the sketches. 


By CARROLL C. SEGHERS 
District Sales Manager, Gruen Watch Co 


are trying to get those consumer dollars out of which 
your business has to come. 

The average jewelry store simply advertises or dis- 
plays its merchandise, beautifully, I'll grant, but all it 
says is “If you want these goods—we have them.” 

Sticking to our Valentine subject—it’s a good one for 
study—don’t you agree that such a message as—“Your 
Sweetheart deserves a gift of jewelry’”—would have 
made some sales; created some desire; and most cer- 
tainly made more people realize the position jewelry 
occupies? 

Analyze it for a minute. You'll see that first, it says, 
that because she is dearest to you, nothing less will do; 
second, that it makes candies and flowers a very in- 
ferior sort of gift, indeed, by comparison; third, that 
it puts jewelry in its rightful position in the reader’s 
mind, so that even if not able to do so now, he remem 
bers this for some future occasion when he, or she, 
wants to express regard or affection. 

This would be a better place in which to live, for all 
jewelers, if we would do more to develop that sort of 
respect, regard and position for our merchandise in the 
minds of the general public. My hat is off to the Ameri- 
can Florists Association—they started with far less than 
we had, and look where they have gone. Our Jewelry 
Industry Publicity Board can do the same sort of job 
if we give them proper support and cooperation. 

Remember, too, we each have our own communities, 
in which we can develop the right thinking, through 
steady application of these thoughts and ideas. Some 
localities sell far more jewelry, per capita, than others 
and it is always directly traceable to the type of mer- 
chandising that one or more of the local jewelers have 
done over a period of time. 

I’ve roughly sketched a few “ideas” along this line 
and am presenting them as my personal contribution to 
this thought. Some jewelers have them made up into 
attraetive window cards. Others use them in news- 
paper ads, letters, or circulars and I’ve been told that 
they are helpful in across-the-counter selling. 

You are welcome to use and develop them, and no 
doubt they’ll suggest or you will think of many others. 
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VERY jeweler will admit that the greatest volume 
of sales is achieved by having what people want 
when they want it. Accordingly, when the young people 
of Long Beach, Calif., were beginning to think about 
graduation, Walkers, of that city, prepared a little card, 
which they distributed to the graduating classes of the 
public, private and parochial schools. It listed 12 items 
for boys and 12 for girls, with spaces below in which 
additional items could be written in. They asked each 
graduate to check the four items he most desired as a 
commencement gift. The cards were then collected and 
tabulated. In this way the items most coveted were 
learned, and these were especially featured in store and 
window display, and in their printed ads. It was found 
that a wrist watch was the gift most desired by both 
boys and girls, the number of votes it received being 
more than 100 per cent more than its nearest competitor. 
Having discovered what the boys and girls most de- 
sired they arranged a window, with a reproduction of 
the questionnaire (the card was six feet high and could 
be plainly seen from the opposite side of the street) 
showing just how the graduates voted. On one side 
were colored cut-outs of two boys, and on the other, two 
girls, in graduation suits and frocks, while scattered 
through the window were the various articles for which 
preference had been shown. The window attracted wide- 
spread attention, and the wanted gifts enjoyed a much 
increased sale. The watch department, in particular, 
played up the fact that a watch was the most desired 
gift, using an interior display in which samples of their 
complete line of watches were shown, with a question- 
naire, several times enlarged, on whieh was a red pencil 
mark encircling the watch item, to emphasize the fact 
that it led all other kinds of merchandise. 
Distinctive advertising will do much toward centering 
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Ask a 1939 graduate: "What's your first choice 
for a gift in June?" Chances are 4-to-! he (or 
she) will say a watch. This story tells how five 
California jewelers served graduates, and may 
help you do a better graduation job this year 


the attention of parents and other relatives upon watches 
and other gifts from a jewelry store for the graduates. 
Particularly distinctive were the ads of I. Magnin & 
Co., and The Broadway, both of Los Angeles. The 
former was half page, double column, with plenty of 
white space, and the suggested gifts illustrated and 
priced. It was headed: 


Dear Dad and Mother 
WATCH OUT 


for my Graduation 


‘he manner in which the various watches were described 
—supposedly by the sweet girl graduate herself—was 
very clever: “I’d like a compact watch from Magnin, 
$10.95; this square compact watch is also lovely, $12.50; 
a transparent cigarette case with watch is perfect, $15; 
a little watch I can clip on my lapel, $18.50; or a lovely 
fitted hand bag with a compact watch inside, $16.95.” 
All of these watches were especially smart, and yet fea- 
tured at a price which most parents could afford. 

The Broadway used a quarter of a page, the ad being 
done in three colors, which made it stand out from all 
other ads on the page. It showed at the top the heads 
of two graduates, in mortar-board hat, with the caption: 


ALMA MATER, FAREWELL! 
The Broadway Hails the Graduates of 1938 


In a square of pink was a dainty watch for “her,” priced 
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"Give them the gift they would 
choose themselves, a famous watch," 
counseled Kay's of Long Beach, Calif. 


































at $12.95; while in a square of blue was a watch for 
“him,” at $10.95. A small window near the entrance of 
the store had a big card, on which were sketched the 
life-size heads of boy and girl graduate, in mortar- 
boards, with the same salutation as the ad: “Alma Mater, 
Farewell! The Broadway Hails the Graduates of 1938.” 
Here were shown not only watches for both boy and 
girl, but silver dresser sets, military brushes, diamond 
and signet rings, and several types of camera appro- 
priate for either boy or girl. 

The appeal to the eye is the most potent of all, and 
the jeweler who projects human interest into his window 
display will achieve the best results. Little shadow 
boxes, presenting scenes from real life, did much to fix 
the attention of spectators upon watches as graduation 
gifts by Kays, Long Beach, Calif. They started their 
campaign in May, a large card in pink, blue and white 
proclaiming: “At Kays Maytime is Warcutime. Nation- 
ally advertised watches at Nationally Advertised 
Cash Prices—Bulova, Hamilton, Waltham, Elgin, Ben- 
rus and Paul Breguette.”” A pair of shadow boxes had 
over them a curved strip: ““Maytime is Watchtime— 
Select That Watch for Your Graduate now.” The 
first box showed two grads standing in front of the 
college chapel. The first says: ““My folks certainly gave 


me a nice graduation present—this lovely watch from 
(Please turn to page 77) 
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How one Los Angeles store 
promoted watches, dresser 
sets, typewriters, stationery 
and pencils at graduation time 





Here's a clever open letter 
to dad and mother, in two 
newspaper columns by 12 inches 

















ADIO surveys have disclosed an especially keen 
interest on the part of the public in the “quiz” 
type of program. Taking advantage of this interest by 
applying the “quiz” idea to the jewelry store window 
displays, and by tying in with the title of one of the 
outstanding radio programs of this type, S. Kind & 
Sons, Philadelphia, recently scored a real triumph in 
getting keen and favorable attention to their store. 

Turning for inspiration to Canada Dry’s famous 
radio program, Kind’s produced five “Information 
Please” windows at its store on Chestnut St. 

Questions about the identity of stones, the proper 
occasions for the use of various types of jewelry, the 
purpose of various articles of flat silver, facts con- 
cerning watches, proper gifts for anniversaries, and the 
like, were lettered neatly on cards and placed in the 
windows with displays of the articles referred to. 

Then the answers were given on a separate card 
placed in the lower right-hand corner of the same win- 
dow. 

To make sure that the exhibit was definitely identified 
with the popular radio offering, attractive signs were 
suspended in mid-air in our window, bearing the legend, 
“Information Please’”’—Thanks to Canada Dry—WJZ 
and WFIL 8:30 P.M., Tuesday.” 

The original suggestion for this unusual approach 
to setting out jewelers’ wares came from Mr. Philip 
Kind, Jr., but the entire store staff was called upon to 
assist Mrs. Marion Pancoast, Kind decorator, in carry- 
ing out the plan. 

Employees were asked to submit questions pertaining 
to jewelry, along with any other ideas that they be- 
lieved would be helpful in furthering the “Information 
Please” motif. Many useful suggestions were made. 

The general style and treatment of the windows can 
be clearly seen in the accompanying photographs and 
was carried out uniformly in all. No merchandise ex- 
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Windows that stumped the experts 


uestion”’ Windows Draw Crowds 


Tying in with the "Information Please" radio pro- 
gram, Kind's fascinated throngs with window dis- 
plays keyed to questions like: Can you name five of 


these seven green gems? By W. Watson Fenimore. 


cept that referred to in the questions in that window 
was shown. 

For example, one window was devoted entirely to 
silver. On a platform at the left, five forks were laid 
out with a question asking, “Can you identify these 
five forks?” They were dinner, dessert, salad, oyster 
and ice cream. On a vertical panel at the back of the 
window was shown a place setting with the question, 
“What new way of buying flatware do these six pieces 
represent?”, the answer, of course, being the place 
service plan. Teaspoons of 20 current active patterns 
in sterling and plate were arranged on a sloping plateau 
with a question asking, how many could be identified. 
Each was accompanied by a little ticket bearing a 
number for identification purposes and the correct list 
was shown on the display card which can be seen in 
the lower right-hand corner of the photograph. 

Another window asked, “These are the correct gifts 
for what anniversaries?” over a display consisting of 
writing paper, a leather case, glassware, a silver ser- 
vice, a string of pearls, a gold bracelet and a diamond 
brooch. 

“These dress sets are worn with formal or informal 
attire?” asked another sign, accompanying three sets of 
studs and cuff links. 

“Can you name five out of seven of these green 

(Please turn to page 56) 
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"Animal, vegetable or min- 
eral?" asks the placard be- 
hind seven different gems. 
"Guess the prices of these 
rings," invites another sign 


Challenging one's knowledge 
of silverware, this window 
asks identification of the 
place-setting plan, and of 
20 active flatware patterns 


Time quiz: Does a watch tick 
90, 900, 9,000, 90,000 or 
900,000 times an hour?" and 
“Why are clock and watch 
hands often stopped at 8:18?" 


Posers: Pick the right gifts 
for seven wedding anniver- 
saries; the right time to wear 
three dress sets, and five out 
of seven green gem-stones 





























FU XHE dominant position held by men in the consumer 

purchase of watches was emphasized in a study of 
watch buying recently completed in Mississippi. Nearly 
three out of every four watches—including not only 
men’s pocket and wrist watches but all types of ladies’ 
models-—were purchased by men. 

This fact, and another closely related to it, will be of 
interest to all who merchandise watches, right down the 
line from manufacturer, through wholesaler to retailer. 
“All right,” Mr. Watch Merchandiser may say, “sup- 
pose men do perform three-fourths of the actual spot 
buying of watches. But women may have at least an 
equal share in determining beforehand the selection of 
women’s watches bought by men.” 

However, this survey just completed by students of 
Mississippi State College shows that in most instances 
of gift-buying the watch is a “surprise” for milady, who 
in the great majority of cases neither selects her watch 
at the counter nor has been consulted. 

Moral: Check over your advertising copy and your 
window displays; See that their “buy-appeal’”’ is slanted 
masculine-wise; in promoting men’s watches the domi- 
nant note should be pride of possession; in promoting 
women’s watches emphasis should be on “How happy 
she’ll be to receive a So-and-So watch.” 

The survey was completed a few weeks ago by mer- 
chandising students at Mississippi State College, Stark- 
ville, Miss., who interviewed the proprietors of 35 inde- 
pendent jewelry stores distributed through the cities and 
towns of that state and who also consulted 595 indi- 
vidual watch-owners. The students were directed by 
Dr. C. A. Kirkpatrick. 

Of the watch owners interviewed, 350 were men and 
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Men Buy Most Watches Sold 


245 were women. Most of the students were boys and 
found it easier to talk to owners of their sex; this lack of 
balance proved no weakness when the sales volume of 
men’s watches was compared with the volume of women’s 
watches. 

As to age, 283, or 48 per cent, were under 25, while 
312, or 52 per cent, were over 25. This figure of 25 was 
selected as the one which should separate the watch- 
giving group from the watch-receiving group. Forty-five 
per cent of the men contacted and 50 per cent of the 
women were under 25 years old. 

Here is how the watch owners looked in respect to 
vocation: Students, 134; business men, 92; professional 
men, 82; housewives, 72; salespersons, 62; stenograph- 
ers, 60; clerks, 54, and laborers, 39. 

Age at the time of first coming into possession of a 
jeweled watch ranged from 6 to 65. Ages, ranked in 
order of frequency, are: 

16 years of age 
- * + 
: | = SS 
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These seven age groups account for two-thirds of the 
595 watch owners. Gift watches, it was noticed, were 
received at an earlier age than in those cases where the 
owner bought his own timepiece. 

In a study of brand ownership it was found that 81 
per cent of the men and women interviewed possessed 
one or another of five makes of watch. Most of the 
makes were owned in about the same ratio by men and 
by women, but one brand was found to be predominantly 
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in Mississippi 


Mississippi State College students complete survey 
of 595 fellow-citizens’ watch-buying habits that 
may help your store’s watch merchandising 
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a man’s watch and another brand was seen of chief 
appeal to women. The brand that was owned by 15 per 
cent of the men was owned by only four per cent of the 
women, and conversely the brand that was owned by 
only nine per cent of the men was owned by 26 per cent 
of the fair sex. 

All the women interviewed had wrist watches; 38 per 
cent of the men had wrist and 62 per cent had pocket 
watches. Of the men under 25, 47 per cent had wrist 
and 53 per cent had pocket watches. For the men over 
25, only 31 per cent had wrist while 69 per cent had 
pocket watches. 

Yellow gold outnumbered white gold in the ratio of 
seven to three. 

The jeweling of these watches was in the following 
order: 1, 17 jewels; 2, 21 jewels; 3, 15 jewels; 4, 7 
jewels; 5, 23 jewels, and 6, 19 jewels. Of the 595 per- 
sons, 89 did not know the number of jewels in their 
watches. 

On their wrist watches, men preferred leather bands 
to metal bands in the ratio of four to three. For women, 
metal bands led silk-cord bands in a proportion of three 
to one. 

Seventy per cent of the watches had been bought 
by men—only 30 per cent by women. Sixty-six per cent 
of the watches had been received as gifts—only 34 per 
cent had been bought for own use. 

As for men’s watches, 45 per cent had been bought for 
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use by the purchaser. Of the other 55 per cent 32 per 
cent had been bought by men and 23 per cent by women 
for gifts. Parents were far in the lead as donors. Two 
rugged individualists were located who had neither 
bought nor received their watches. One had traded a 
pistol and a pint of good whiskey for his; the other had 
parted with a coon dog in exchange for his. 

Only 15 per cent of women’s watches were found to 
have been bought by women for their own use; 85 per 
cent had been received as gifts. Of this 85 per cent, 
four watches were bought by men for every one bought 
by a woman. Boy friends, husbands, and fathers were 
the ranking purchasers. One old maid had received, 
years ago, an exquisite watch costing $850 from a suitor 
whom she had turned down. She now regrets her 
decision. 

Of the 394 watches received as gifts, 190 were Christ- 
mas presents, 118 were graduation gifts, 75 were re- 
ceived on birthdays, and 11 were gifts at other times. 
One young matron who had just received a watch from 
a boy friend indicated the occasion for the gift by tersely 
replying, “Romance.” 

For each instance where the recipient was consulted 
before getting a watch, there were three where there was 
no consultation. Twenty-five per cent of the men who 
received gift watches had been consulted—27 per cent of 


(Please turn to page 60) 

















BIG WALL CASES DIVERT ATTENTION FROM SMALL MERCHANDISE 


eee modernization is worth the money and effort 
that it costs only when it results in a more effective 
layout for the display and selling of merchandise. A 
store has only one reason for existence, and that is, to 
sell goods. 

Modernizing isn’t just a matter of installing a struc- 
tural glass store front, a neon sign and a few modern- 
istic showcases. It means planning and arranging every 
detail of the store to make display and selling more 
effective. 

To arrive at the best possible result, the planning of 
the store must be considered with a fresh and open mind, 
and without regard for mere habit and tradition. Of 
course, it is equally important not to rush to the other 
extreme and unthinkingly discard everything that has 
been done before, simply for the sake of doing it differ- 
ently. The right approach is to consider every element 
of the plan and design of the new store solely on its own 
merits, keeping the ideas that have proved effective but 
not hesitating to do them differently when it is clear that 
another way would be better. 

For example, here is something that may seem like 
a comparatively small detail but is actually a highly im- 
portant factor of jewery store layout from the stand- 
point of efficient selling. 

Psychological research and experience both have shown 
that sales can be consummated more easily when the 
customer’s attention is focused solely on the article to 
be purchased and everything that might distract from 
the sale is eliminated—in other words, when the only 
thing that is visible to the customer is the piece of mer- 
chandise under consideration. 

Of course, the average jewelry store cannot afford 
to carry this idea to extremes because of lack of space. 
However, some very decided improvements in this direc- 
tion are both possible and practical. All too many 
jewelers now arrange their stores in a way that con- 
fuses and distracts prospective buyers by having wall 
cases full of a conglomeration of silverware, glassware, 


Wall Cases 
Are Not 


Stockrooms 


crowded wall cases actually impede sales 
for people are confused by all your stock 
by Murray M. Pearlstein, planning expert. 


clocks, ete., directly behind the showcases over which 
diamonds and watches are sold. 

In Fig. 1, I have shown a typical jewelry store ar- 
rangement which has been common practice and is sub- 
ject to this very serious defect. Note, particularly, the 
large wall cases back of the showcases in which dia- 
monds and watches are shown. Such an arrangement 
is a detriment to sales because the customer is continu- 
ally being distracted by this big display of unrelated 
merchandise. Even though the goods kept in these wall 
cases are in the same general class as those in the coun- 
ter-height showcases. the number and variety is so great 
that the effect cannot but be confusing. 

Many jewelers, no doubt, will object that while this 
may all be sound in theory, they need all the wall- 
cases they can possibly crowd into the store in order to 
display all the merchandise they carry. The theory 
that prospective customers want to see all of the mer- 
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chandise in stock is an exploded one. It has been shown, 
time and time again, to be mistaken. Wall cases should 
never be made the stock room of tie store. 

The merchandise which is on display should be given 
an opportunity to sell itself, which it cannot do if it is 
all thrust before the customer’s attention at one time 
and place and in bewildering and overwhelming variety. 
Displays along the walls should always be in keeping 
with the merchandise in the showcases in front of them, 
and large displays of miscellaneous objects should never 
be placed behind showcases in which the merchandise 
is of a nature that requires the concentration that is 
essential for selling watches and diamonds. 

Fig. 2 shows how the fault in Fig. 1 can be overcome 
and still give the jeweler all the wall case room he needs 
to make the right sort of display. Note that the wall 
cases behind the diamond section is much shallower and 
smaller. It is designed not to hold a big assortment of 
bulky merchandise but to display only a few pieces of 
diamond jewelry or a few watches. Such displays do 
not confuse the buyer for, should he look up from the 


A GOOD ARRANGEMENT OF FLOOR, DISPLAY AND WALL CASES 





WELL-DIMENSIONED DIAMOND AND SILVER WALL DISPLAYS 


showcase, he will be confronted not with a bewildering 
array of other kinds of goods, but with a small, selected 
display of merchandise of a type similar to what he is 
purchasing. In other words, the fundamental fact to be 
considered and kept in mind when modernizing is to 
departmentalize the store as much as possible, and to 
make the display fixtures in each department suit the 
merchandise which is sold in that department. 

Naturally, the extent to which departmentalization 
is carried, the total amount of equipment needed and the 
arrangement of aisles and showcases, will vary with the 
size and shape of the store. An article of this sort can 
deal only with general principles. A small store is pic- 
tured merely as one example of the point under discus- 
sion, and to show the possibilities in even the small 
establishment. 


Have you a problem of store design or arrangement? 
JeweLers CircuLar-KeystTone invites you to consult 
Mr. Pearlstein, author of the foregoing article, in care 

(Please turn to page 65) 
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What’s Your !/oth of I P. C.? 


HAT one thing above all else does your business need in order to make it more 
profitable and secure? Isn’t it more business? 

There are just two ways in which the sales of any concern can be increased. 

One is to take a bigger slice of the present volume away from competitors—the other is 
to increase the total which the entire industry is doing. 








At first glance the first method may seem the easier, but its pitfalls are many and 
deep. No one has a patent on competitive selling, and the fellow down the street who 
finds business being taken away from him is soon going to retaliate with competitive 
measures of his own, till before long we have everybody going to such lengths to capture 
the other fellow’s business that nobody is making any money. 








That’s the road that the jewelry trade has been travelling. hat’s one reason why 
we have so much cut-price competition, exaggerated claims of values, preposterously easy 
credit terms and the like. All of those things are merely ways of trying to beat the other 
fellow to whatever business happens to exist. None of them puts a single dollar’s' worth 
of additional business into the pot that we’re all eating from. 


Now consider the way the other method works. It isn’t so many years ago that the 
total annual sale of automobiles was only a few thousand cars a year. Today, General 
Motors and their dealers profit through the sale of millions of cars every year not because 
G.M. stole the market away from Ford, but because they, along with other manufacturers, 
have created so enormous a demand that all of them are able to do business at a profit. 


Grocers sell millions of gallons of tomato juice every year not because Campbell 
captured at Heinz’s expense the small demand that existed when tomato juice was first 
commercially marketed, but because both of them, along with other producers, have en- 
larged the demand to a point that makes it profitable for all of them. 


“That sounds all very well,’ you say, “but how can I, as one retailer in one logality, 
stimulate the general demand for jewelry so that there will be a bigger total of business 
out of which I can get my share?” 


Right you are—you can’t—not by your own individual efforts. But by working with 
your fellow jewelers, you can do a very great deal to bring that about, through cooperative 
effort by the whole industry to educate people to buy more jewelry, more watches, more 
silverware. 


The Jewelry Industry Publicity Board is now gathering a fund to be used for the 
stimulation of jewelry sales and to which every manufacturer, wholesaler and retailer in 
the jewelry industry is invited to contribute. The five, ten or fifty dollars which you can 
afford to devote to this purpose, if taken all by itself, wouldn’t make a ripple even in 
your own locality, but your small contribution added to similar small contributions from 
thousands of other firms will provide a cooperative fund of a size that will make possible 
a real job of selling more jewelry to the American public. 


No one is asked to make an excessive or burdensome contribution—the key to the 
success of the effort lies not in the receipt of a few big donations, but in the combined 
total of thousands of small ones. 


Just how much should you contribute? THe Jeweers’ Circucar-Keystone suggests 
that the figure be set at one-tenth of one per cent of your annual sales. That means a 
contribution of only one dollar out of every $1,000 of revenue. In the case of a store 
doing $50,000 a year it would amount to only $50—which is at the rate of less than $1 
a week. 


For the smaller store the contribution would of course be proportionately lower— 
#25 for a $25,000 a year volume, and so on. Such a scale is burdensome to no one, and if 
all jewelers will chip in on that basis, we will have a fund that will make it possible to do a 
real job of selling and bring back to everyone many times the modest amount which he 
has put into the effort. 


The drive is being organized and you will soon be approached by a representative 
of the committee. Be ready to do your bit—remember that you yourself are going to 
benefit from it. 
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Wadsworth 


THE WADSWORTH WATCH CASE COMPANY, INCORPORATED, DAYTON, KENTUCKY 
Offices: New York, 630 Fifth Ave.; Chicago, 35 East Wacker Drive; San Francisco, 140 Geary St. 
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ys is the third installment in a digest of portions of “The Guide 
for Retail Advertising and Selling," published by the National 
Association of Better Business Bureaus, which are of particular inter- 
est to retail jewelers. 

Foregoing installments, published in the February and April issues, 
dealt with such matters as mark-downs, "value," "cost," "wholesale 
price," “list price," “open stock price’ and similar terms, trade 
names; descriptions; illustrations; layout of advertisements; and win- 
dow and counter displays. 

This chapter deals largely with terms which are of especial interest 
to retailers who sell on credit, or offer special inducements for the 
sale of merchandise. Chapters which follow will deal with approved 
terms and accredited markings employed in the sale of jewelry, 
watches and allied merchandise. 

The digest of the Guide continues: 


STATEMENTS 


All statements should be fair and accurate as to credit 
terms, sales, guarantees, free offers, testimonials, efficiency 
and performance. No exaggerated statements or statements 
derogatory to competition should be made in advertising. 


Credit Terms 


GENERAL CREDIT STATEMENTS 


All general credit term offers, not applied to specific items, 
should pertain generally to all merchandise in the store, and 
should be ordinarily obtainable by any person of credit stand- 
ing. Advertised credit terms or plans should apply to the 
items in such advertisement unless otherwise indicated, and 
clearly and specifically referring to certain items only. 


DOWN PAYMENT 


If a down payment is advertised, it is advisable to state 
also the full selling price. 

The phrase “No Down Payment” or any similar phrase 
should not be used if there is a charge of any nature before 
the customer can secure possession of the goods advertised. 
For example, a charge for delivery; requirements to pay cash 
for any part of the merchandise (tubes for a radio set where 
the set is not sold without tubes) ; when the first monthly pay- 
ment must be paid at time of or before delivery; or when 
there is any charge for credit investigation. 

When a down payment is required and advertised the ad- 
vertising should be specific. For example, the statement “$5 
down delivers this set,’ unless stated otherwise, means that 
the entire set will be delivered on the payment of $5 and no 
other payment will be required at the time of delivery. 


CHARGE FOR CREDIT 


Statements such as “No Extra Charge For Credit,’ “Buy 
For Credit at Cash Prices,” “No Charge For Credit,” “No 
Carrying Charge,” “No Finance Charge,” etc., should mean 
that the advertiser maintains the same prices for credit as he 


This third installment in a series of articles based 
on "The Guide for Retail Advertising and Selling" 
issued by the National Association of Better Busi. 
ness Bureaus, Inc., is intended to give you, a jeweler, 
an honest sales language, in order to win and hold 
consumer good will. It deserves your attention. 


dves for cash and makes no interest or other charge whatsv- 

ever for credit, and gives no discount for cash. They are also - 
interpreted to mean that merchandise so advertised may be 

purchased at prices comparable to cash prices for the same 

or similar merchandise. 

Where an advertiser makes no charge for credit on adver- 
tised goods, but does make a credit charge on non-advertised 
goods, any statements such as “No Charge For Oredit,” should 
indicate clearly that the statement refers only to advertised 
items. 

No figure or percentage should be advertised as a rate for 
“Finance Charges,” “Interest,” “Budget Charges,” etc., unless” 
it accurately denotes the time period to which the rate refers, 
ié., per annum or per month. It is preferable to state in any: 
advertising of definite Credit Rates whether the charge is ony 
the original unpaid balance or on the reducing unpaid balance 
(amount owing at any time). For example, “' of 1 per cent 
per month on original unpaid balance,” or “1 per cent per’ 
month of sale price for credit.” ' 

When the price of an article is quoted in an advertisement - 
and a deferred payment plan is offered, and if a charge is” 
added to the quoted price when the deferred payment plan — 
is utilized, it is commendable practice to state that there is — 
a carrying charge, or additional charge for the deferred pay- 
ment plan. 


TERMS 

The statements “Pay As You Please,’ “Your Own Terms,” 
etc., are usually inaccurate, as the customer is seldom per- 
mitted to name his own terms. Credit terms should be stated 
explicity. 


SALE 


The public construes the term “Sale” to mean an offering 
of merchandise at a price concession. 


SPECIAL SALES 


Special sales or offerings should fulfill the accepted meaning 
of the word “Special,” namely, “out of the ordinary practices.” 

Use of such terms as “Special Sale,” “For Three Days 
Only,” “For a Limited Time Only,” or other words implying 
that the price is special or other than the regular price, is 
prohibited when such is not a fact. (See also F. T. C. 1979, 
1923, 2015.) (See No. 201.) 


GOING OUT OF BUSINESS, ETC. 


Such terms as “Going Out of Business,” “Selling Out,” 
“Closing Out Sale,’ and similar terms, should not be used 
unless the concern so advertising is actually going out of 
business. 

A “Liquidation Sale” means that the advertiser’s entire 
business is in the process of actually being liquidated prior to 
actual closing and by a certain date which it is advisable to 

(Please turn to page 85-A) 
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We've done our teamwork. Ads such as 

the above. And others. In seven leading 

magazines in May alone! Reaching millions. 
| Including families in your town. Helping 

you sell RONSONS. ® Fine window displays, 

counter displays, mats, folders for your 

mailings. All ready to do a May- 

June sales job for you. All yours 

upon request. ® Do your team- 


work. In the interest of your 





See the complete RONSON Lines thro 
’ jobber or at our permanent display roor 
cash-register. It’s easy. Just send York, 347 Fifth Avenue: Chicago, 16 $ 
Street: Los Angeles 1S th F Wer 
for and use these powerful ART METAL Sine. Offices and Factory: At 


business-stimulators. And _ tell 


U.S. Pats. Re. 19,023-1,986,754. Can. 
Pat. Nos. 288,148-289,989-349,108. 


WORLD’S 


A Wivom\y Auritentaatevammunte 
Retailer who really 
work together 
* form an 
unbeatabli 


combination 


3 : 
yon? 


the Browns that a RONSON PenciLiter will 
be fine for Dad on Father’s Day. Before 
Mother’s Day suggest to Mr. Brown that 


a Viking table lighter will look swell in 


Sce the RONSON Exhibitvat the 
World's Fair. locate 


Newark. New Jersey. Canada: Domi Art Met \V hk I 
England: Ronson { ts td 


NEKO: 


SomeAaATE ST 


New York 
d at Store 1, Co 


nsth 


tution Mall. adjacent Academy of Sports 
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Mother’s bedroom. Mrs. Jones will wel- 
come your thought of a lighter-cigarette 
case (Ultracase) for Jimmy’s graduation. 
You know the families. They'll buy lots 
of RONSONS during the May-June gift 
season if you use that knowledge. And 

will be grateful to you. That’s 







teamwork. Let’s go. 







* Send immediately for your 






ie copy of 1939 Catalog Supplement. 


Keep RONSON customers satisfied by 
selling only genuine RONSON fuel, 
igniters and wicks. Satisfied RONSON 
users send others to your stere. 





British Pat. Nos. 291,695 - 435,667. 
Other Patents and Patents Pending. 




















Everblooming 
Flowers 






Florists’ orchids fade — but nol 
this product of the jewelers’ art, 
which duplicates the contours and 
color of the natural flower, with 
round and calibre emeralds, dia- 
monds and fancy hued sapphires. 


In this stylized Turk's cap lily man 
creates everblooming loveliness. 
Such gems as yellow sapphire, 
topaz, jacinth and diamond would 
produce the flower's colorful charm 


in Springtime, when everybody's attention is directed garden-ward, and in big estates and 
little backyards the first flowers give promise of blazing garden~beauty during the months to 
come, jewelers have an unmatched opportunity to ''tie in" with nature. The vogue for flower 
jewelry has grown steadily during the last two or three years and is now in full-bloom, not as a 
fad but as a distinct department of the jewelers’ art and an enduring favorite with the public. 
Why not try a "garden window" with flower brooches mounted in little, green-topped flower 
pots and tied to a white-painted lattice-work? The attractively jeweled floral ornaments 
illustrated on this page are examples of the masterly treatment of elements derived from the 
floral world by a gifted Parisian artist-decorator in metals. They are reproduced through the 
courtesy of |'Officiel de la Bijouterie et Accessoires, Paris design service issued by |. H. Lapidus. 
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Moonstone 


With Platinum, Ideal for Blondes 


by ROBERT M. SHIPLEY 


President, Gemological Institute of America 


To the Man Behind the Gem Counter: 


Knowledge of one's merchandise is the first rule of sales- 
manship. It is especially important for us to know the “hows,” 
“whys,” and “whences” of the less-publicized gems, so that 
we can help our customers appreciate the gorgeous beauty, 
the romance, and the glamorous traditions of such stones as 
the moonstone, the alternate June birthstone, which is de- 
scribed herewith. 

This “question-and-answer” page is part of a series of 24 
original treatments of as many gem-stones. For stones already 
discussed see Jewelers’ Circular-Keystone for February, |937, 
through January, 1938, when information about the following 
gems was published: Amethyst, bloodstone, diamond, emer- 
ald, pearl, ruby, sardonyx, sapphire, opal, topaz, turquoise 
and cat's eye, all birthstones save the last. The series was 
resumed fast month with the zircon, and it is proposed to 
devote a page in each of the next ten issues to ten other 
gems, so that the presentation will include the 12 birthstones, 
the six alternate birthstones, and six other gems. 


Q. To what mineralogical species does moon- 
stone belong? 

A. Moonstone is a variety of the species orthoclase, 
which in turn belongs to the feldspar group, which com- 
prise the most common minerals of the earth’s crust. , 


Q. Isn’*t there a quartz variety of moonstone 
also? 

A. One should not confuse the true moonstone of the 
orthoclase species—which is often called precious moon- 
stone—with the so-called “chalcedony moonstone” or 
“quartz moonstone,” which is much inferior in beauty 
and value. If one wishes to be conscientious, the latter 
should never be referred to as moonstone. This sort of 
chalcedony — usually found upon beaches — has been 
called moonstone by curio dealers and is still sold by 
many jewelers as moonstone. It is a whitish semi-trans- 
lucent variety of chalcedony. Chalcedony is a sub- 
species of quartz. Carnelian, bloodstone, chrysoprase 
and onyx are some of the other varieties of chalcedony. 
This white moonstone-like variety of chalcedony is some- 
times called oriental chalcedony, which is a name of real 
charm. Chalcedony moonstone has a rather feeble sheen, 
but nothing like the distinct adularescence of the gen- 
uine moonstone. 

Q. Which specimens of genuine moonstone are 
most valuable? 

A. The more bluish the sheen or adularescence, the 
more valuable. When the stone exhibits a distinct light 
bluish sheen it is called a blue moonstone. The color, 
however, is never more than a light blue. White moon- 
stones are comparatively inexpensive, and white stones 
approaching opaqueness are almost valueless. 


Q. What are the principal sources of genuine 
moonstone? 


A. Ceylon is the principal source, while Burma pro- 
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MOONSTONES COURTESY WM. V. SCHMIDT CO. 


duces important quantities. It also occurs in West Aus- 
tralia, Colorado, Virginia and California. 


Q. Where did the term “adularescence” orig- 
inate? 

A. “Adularia” is the scientific name of the variety of 
orthoclase from which moonstones are fashioned. Hence, 
the term “adularescence’’ which refers to the sheen 
peculiar to moonstone. 


Q. What styles of cutting are used? 


A. The cabochon style is employed because the 
rounded topped form most effectively produces the 
adularescence. Spherical beads are used but they do not 
produce as beautiful an adularescence or sheen. 


Q. Is moonstone a durable gem-stone? 


A. Not especially. Its hardness varies from 6 to 
614 and it is not a tough stone. Care should always be 
taken in. setting moonstone. 


Q. Are there any important substitutes for 
moonstone? 

A. Only the chalcedony moonstone already men- 
tioned. True moonstone can easily be identified by the 
fact that chalcedony does not possess the milky blue 
adularescence of the precious moonstone, nor its pearly 
luster. A file scratches the moonstone, but not chalce- 
dony moonstone. 


Q. What are some of the selling points for 
precious moonstones? 


A. With the growing popularity of star stones, the 
fact that a fine moonstone approaches the beauty of a 
gray star sapphire should be emphasized. It is another 
“bargain in beauty.” Also, that it is especially becoming 
to blondes and women with gray hair. 


Q. In what jewelry forms is moonstone effec- 
tive? 

A. For men moonstone is especially effective in cuff 
links and scarf pins. For women it has many uses. The 
fine blue moonstone is exquisite when set in platinum 
with diamonds in rings, brooches. Studs for shirtmaker 
dresses are attractive and a strand of moonstone beads 
is extremely becoming. 

















QUESTION WINDOWS DRAW CROWDS 


(From page 42) 


stones commonly used in jewelry?’ was a third ques- 
tion in the same window. (The stones were emerald, 
tourmaline, olivine, peridot, bloodstone, jade and green 
onyx. ) 

In another window, a card above a few watches 
asked, ““Does a watch tick 90, 900, 90,000, 9,000 or 
900,000 times an hour?”’, the answer being 9,000, with 
the explanation that there are five ticks every two sec- 
onds. 

Accompanying a handsome clock whose hands were 
stopped at 8:18 was the question, “Is it true or false 
that clocks and watches are generally displayed at 8:18 
because that is the time that Lincoln was shot?” the 
answer being, of course, that it is false, and that clocks 
and watches are generally shown in illustrations or signs 
in this way for the sake of appearance and to show the 
manufacturer’s name and the second hand, in a balanced 
arrangement. 

A card with no merchandise inquired, ““What seem 
ingly trivial piece of men’s jewelry is absolutely indis- 
pensable with evening dress?” the answer being a collar 
button. 

Another window displayed five rings of widely ditfer 
ing values and asked the onlooker to see how closely he 
could guess their prices. The same window also con 
tained specimens of seven gems, emerald, amber, sap- 
phire, pearl, diamond, coral and opal, and asked whether 





they belonged to the animal, vegetable or mineral 
family. 

The final window, likewise, dealt with gems. Te, 
stones were shown and the accompanying card asked. 
“Are you a gem expert? Can you identify nine of the 
ten gems shown here?” The ten used were ruby, tour- 
maline, moss agate, sapphire, garnet, diamond, tiger’s 
eye, opal, emerald, amethyst, but, of course any ten 
stones of different colors and appearance could be sub- 
stituted. One value of such a showing is that it intro- 
duces customers to “new” stones. 

It is always difficult to tell exactly how much busi- 
ness is actually created by a window display, but Mr. 
M. Kanter, advertising manager of Kind’s, says that the 
response to the displays themselves was tremendous and 
that the comment has been highly favorable. ‘At times 
the windows have been so crowded that people actually 
couldn't get close enough to see,’ he continued, “and 
that has been true not only during the day but at night 
as well.” 

To a neutral observer, Mr. Kanter’s statements seem 
to be on the conservative side, judging by the crowds 
that were packed about the windows at the time of the 
display and the comments that were overheard from on- 
lookers. The novelty of the windows, their timeliness in 
catching up a theme of such widespread current appeal. 
and the intrinsic interest of the Kind jewelry quiz itself 
earned for the store more than casual comment, and 
undoubtedly the recollection of these displays, con- 
sciously or unconsciously, will continue to make prospec 
tive jewelry buyers think of Kind’s. 
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Diamond Clip Brooch with genuine Emeralds 
in center. 

Diamond Bracelet with six Gem Faceted 
Rubies —Three Emerald-Cut Diamonds. 
Diamond Watch Bracelet — 187 round and 
38 fancy shaped diamonds. 

Diamond Cuff Links with four finely matched 
Oriental Faceted Sapphires — also may be 
had with faceted Rubies, Star Rubies, or Star 
Sapphires. Complete Dress Sets to match. 
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Importers of Diamonds and Precious Stones 
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SYNTHETIC STONE COSTS RISE 45 PER CENT 


ProviDENCE—The New England Manufacturing 
Jewelers & Silversmiths Association, in a letter to 
jewelry buyers, points out that the interests of the pro- 
ducer and distributor of jewelry are identical, except 
for the different functions which each performs. 

The association lists two major problems as follows: 

“1, The stone situation: Foreign developments in re 
cent months have greatly affected the price of stones laid 
down in this country. You should know what this means 
now before pricing your lines for Fall showing to the 
trade. Without going into complete detail as to the 
method of a rather complicated transaction in importing 
stones under the present situatjon, you should understand 
that the simple officially announced figure of 25 per cent 
does not at all accurately measure the degree of the rise 
in price of stones landed in this country. This is simply 
a deposit against a counter-vailing duty to be definitely 
determined and collected at a later date. 

“The fact that the Czechoslovakian trade agreement 
which granted a lower rate of duty on most stones com 
ing into this country has been abrogated, plus the fact 
that definite restrictions have been placed upon import 
ers, will cause an increased cost of laying down stones 
in this country of between 42 per cent and 45 per cent 
of the market price prior to April 1. Also you must 
remember that even now there is not a stable price situa- 
tion in the stone industry—stones from countries other 
than Czechoslovakia have already shown a tendency to 
advance in price. Advancing labor costs in the countries 
of origin indicate probable further marked increases in 
all stone prices. 

“2. Peak season production: In past years, approxi 
mately 75 per cent of many jewelry manufacturers’ ship 
ments have been made during the last quarter of the 
year. The restriction of the work week at regular wage 
rates last October to 44 hours caused the cancellation of 
many orders, or the filling of orders at a substantial loss. 
From next October 24, the work week at regular wages 
will be further restricted to 42 hours. For mutual advan- 
tage of all concerned, we suggest vour earliest placement 
of orders.” 


DIAMOND PRICES CONTINUE FIRM 


Lonpon—Business calculations have naturally been 
upset by the international happenings of the past two or 
three weeks. So far as the jewelry industry was con- 
cerned, trade in February and the beginning of March 
showed distinct signs of recovery, but last month’s un 
certainty put a brake on the forward drive. 

Prices in the diamond markets have maintained their 
firmness and there has so far been no disposition to dis- 
pose of goods at a sacrifice, especially as rough prices 
are strongly maintained. The London Diamond Corpora- 
tion’s fortnightly sights have so far been operating. 

As Backes & Strauss, diamond brokers here, state, up 
to the end of March there was little difficulty in dispos- 
ing of important series of rough. The Syndicate has sold 
little rough of really high quality, however, and this fact 
has caused prices to stiffen somewhat, especially in those 
sizes now almost unobtainable. A number of important 
transactions, the firm says, have been postponed for the 
time being. 
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NEW YORK 








ROGER WURMSER ANNOUNCES 


Due to the growth of my business it has become necessary for me to increase my 
office space in Rockefeller Center. 


A new company has been formed and hereafter will be known as Roger Wurmser, 
Inc. Mr. W. G. Lowenthal is president-treasurer and Mr. Roger Wurmser, 
secretary. 


We carry the most complete line of colored stones directly imported from India 
and in addition our stock will consist of a very large selection of individual dia- 
monds of varying sizes and shapes. 


It is our aim to serve the trade with any or all of its needs from’ our comprehen- 
sive stock of stones of every description and price. 


We have an excellent selection of jewelry such as rings—clips—bracelets—all 
individualy styled. 

Mr. Erwin Kay, our new traveling representative, will call on the trade through- 
out the United States. 


We wish to thank our friends and hope those whom we have not as yet served will 
avail themselves of our excellent service. Any of your requests will receive our 











most careful and courteous attention. 


ROGER WURMSER 


610 Fifth Avenue 


New York City 














HOUSE BEAUTIFUL deals home lovers 4 ACES 





THE BUYING GUIDE 
for the BRIDE 


The 1939 Spring edition of 
HOUSE BEAUTIFUL'S Buying 
Guide for the Bride is now out. 
In the same size and format as 
HOUSE BEAUTIFUL Magazine, 
between its covers are 168 
pages packed with articles 
about silver, china, glass, deco- 
ration, travel and how to run a 
wedding. Invaluable not only 
for a bride but also for anyone 
who so much as contemplates 
giving a wedding present. In 
it are many special features 
which do not appear in the regu- 
lar issues of HOUSE BEAUTI- 
FUL. The Buying Guide for the 
Bride sells for 50¢ at the bet- 
ter newsstands. Your best cus- 
tomers are regular readers. Your 
FREE (single) copy is ready for 
mailing. Please use coupon. 
MOUSE BEAUTIFUL, 

572 Madison Ave., N. Y. 


1 Send me postpaid the Spring 1939 
! Buying Guide for the Bride. 











P.E.D. A.C. 
HOUSE 


There's news for all home lovers, 
in the HOUSE BEAUTIFUL Ivory 
Washable House at the 
new P.E.D.A.C., International 
Building, Rockefeller Center, 
New York. 


Here are five completely fur- 
nished and equipped rooms in 
which all materials have been 
tested for washability by Proc- 
ter & Gamble. 


The decoration and accessories 
include many articles sold by 


leading jewelers. By all means 
plan to see these new, practical 
and inexpensive ideas when you 
come to New York this summer. 
They will suggest many profit- 
able merchandising plans for 
your store. 


HOUSE BEAUTIFUL 
IVORY WASHABLE HOUSE 
at the new P.E.D.A.C.— 





BRIDE'S 
HOU SE 


HOUSE BEAUTIFUL'S annual 
BRIDE'S HOUSE opened March 
20th at the Savoy-Plaza Hotel, 
1! East 58th Street, New York. 
Thousands of visitors have seen 
and admired its 34 completely 
furnished, decorated and 
equipped rooms. Everything is 
new, modern, practical. 


Each of the five distinct houses 
contains many articles which you 
stock and sell. Your best cus- 
tomers will profit by seeing the 
BRIDE'S HOUSE at your invita- 


tion. 


Admission without card is 40¢, 
but leading jewelers are supply- 
ing their customers with compli- 
mentary admission cards, sup- 
plied by HOUSE BEAUTIFUL 
for the bare printing cost of 
$2.75 per thousand. Use the 
coupon for ordering. 


HOUSE BEAUTIFUL 

572 Madison Ave., N. Y. 

Please send me....... BRIDE'S 
HOUSE admission cards, at the 
printing cost of $2.75 per thousand, 
a which | enclose check or money 
order. 





HOUSE BEAUTI- 
FUL MAGAZINE 


12 times a year, HOUSE BEAU- 
TIFUL is read by well over 180,- 
000 fine, home loving families, 
who read the advertisements as 
eagerly as they read its prac- 
tical editorial advice. Each issue 
contains pictures and descrip- 
tions of silverware, gifts, jewelry, 
and other jewelry store mer- 
chandise. 


HOUSE BEAUTIFUL is a power- 
ful sales builder. Study its edi- 
torial and advertising pages 
and you will lead the sales pa- 
rade in your community. 


HOUSE BEAUTIFUL makes o 
special subscription rate to the 
jewelry trade. Instead of the 
regular $3.00 yearly rate, you 
are invited to subscribe at the 
special trade rate of $1.50. 
Please use the coupon. 





HOUSE BEAUTIFUL, 
572 Madison Ave., N. Y 
| enclose check (or money order) | 
for my _ subscription to HOUSE | 
BEAUTIFUL at the special trade 
rate of $1.50 per year. (Please at- 
tach your business card). 











' 
Name.. ! 
! Rockefeller Center Name... Name........... | 
: Address 4 New York Address. ¥ (| A Re RATS eee 
Se ee JC. 5 a No NT ial we | 
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Well-Planned Ads Will Ring the Gong in June 


O help you make the most of this June’s golden opportunities, JEweLers 

Cmcu.ar-Keystone here presents some of the skillful advertising jobs 
that built wedding and graduation sales last June. Lux, Bond & Green, Hart- 
ford, Conn., dramatized a boy and girl graduate wishing for a gold watch... . 
Michaels, New Haven, appealed to family pride of possession in its sterling 
announcement. . . . Linz Bros., Dallas, won readers with a clever headline 
and line cut. . . . Shreve, Crump & Low Co., Boston, got 17 cuts into their 
graduation gift ad, but the arrangement remained effective and pleasing. . . . 
Wright, Kay & Co., Detroit, continued its series of informal, friendly chats 
with diamond purchasers-to-be. . . . “Time for Grads” punned A. Kahn, Inc., 
Washington, D. C., showing eight models in an inverted L-shaped panel... . 
Arthur A: Everts Co., Dallas, wrote a public “letter to the groom,” containing 
advice about engagement and wedding rings. . . . The Geo. T. Brodnax, 
Memphis, ad suggests a striking way to combine flatware and hollowware. j 








For the Graduates of 38! 


You'l find 0 lower and 0 fener chonce 
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LUX .BOND & GREEN 


ESTABLISHED 1906 ~~ 


7Q PRATT STREET 











‘This “Place Service” of 6 pisces im FESTIVAL STERLING conts only $1467 


Eolablish Your amity Herling 




















os tees aw COsvEaseat wart 
MOCHARLs Fine silver has always been looked upon as 
Curry in of 00 and an emblem y 
Open Stock M arocete 3 . And ne partes gh > 4 p 
| satisfaction as lew: Lott 
Prieur STERLING Tebleware purchase of (eg AL SS 
its «. which mesms WSs og 
= moo than dew sie 2 stimaling its tree, value wa ee Wet /( A\ 
We ead Mary Sart today to establish your family sOver Just Faragh theks entre story foc over 6 years 2¢ Mia) VN 
satect from our complete collection of enguite de have taken grest pride in their lender. “STEN 5 
—- gns the pattern of your choice im fours, aim ‘ship as connoisseurs of the finest in diamonds. Foam we 
= SS See = ‘Their reputation has been built on true ropre- ™! SF, } 
cam cangantoam cm cmon oe : 
Goreraer’s Lady wmantha That. should Your wt cost $1000, your 
Rambter Rowe montniy parment would be exactly $1000 Above all, she 
Merwe . 
tare ‘Then. original Michaels . 
oe, icieenenees will treasure 
Cantiatighs together with your engraving impremion From 
(ume to time os gifs are purchased fer you by 
rear sae ent uh ott by eupens & suhth Peres Se Steel Se pe ING 
meces wor ‘cmon ‘tameod 
lS teed origieal ot Call ond octet pow Sealy pt mar tere Mie RODNAX TERL 
Rehr ee (@arung ota! 
_ iA4 ... from you 
FESTIVAL . 
SERS LETS From the noblest patterns of masier cra(temen 








Jewelers and Silveremitha—Chapel and Temple Sts. the modern bride makes her choice for life— 
at BRODNAX. 


Whether she favors mch decoration or striking 
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eo MEN BUY MOST WATCHES 
(from page 45) 


e the women. Far-sighted husbands helped make this lat- 
ter figure so large. 
This state of affairs makes the watch industry a bit 


unusual in that 40 per cent of its output is consumed by 


persons who had nothing to do with the selection of their 
watches. This lack of consultation is due, in large part, 
to the desire of the donor to “surprise” the recipient. 
Whereas 32 per cent of the women buying gift watches 


consulted the recipient-to-be, only 25 per cent of the 





























| men had done so. 
m po rte rs The following shows the number of brands handled by 
f each of the 35 stores: 
o DCN Sc Goi eeknbiie aces 11 
° BIE sic edd wet Res wae 9 
Diamonds SINS 6 hao dharn 8S beech wre ebatess 4 
Bp PURNNNIN ES bcs vatncer bea Sues ene 4 
RN 56 Werienirriobacewaeer « 3 
' fo) eee ere 2 
mn all PES 55.6 Cite e ewer 2 
S | Z F S As for foreign and domestic watches, the typical store 
ran 50-50, both in respect to stock and sales. 
and A tabulation of watches handled by price lines showed 
these figures: 
Men’s Pocket WatcHeEs 
S HH A p F S Price Range Stores Handling 
RUN EEI is os hon oa tenses sie daeuw eee’ 40% 
BIB-BHO eee cece e cece ce eeeuees 88 
Memorandum Selections Upon Request eee 71 
Over $100 bt Enitoaens wee aera Nees aie bane 20 
Men’s Wrisr Warcues 
Price Range Stores Handling 
Under $15 sd, aye te RR igh ad Ree BOE 60% 
$15-$50 .... Stns lien a atw eres ee 
I neces 20s TERI DEM Ne RAR OTL OWHE 60 
Over $100 Ath SANE Soe Pesan Os aperbhWwane Backes 23 
Women’s Wrist WarcHes 
. Price Range Stores Handling 
Under $15 bt a wae Posiabeobsed men 54% 
Shine eG Reb eOOAOeoR on sae, ee 
1 ee a re ne we ere t 69 
EO, oie 50% 28k Bae ee SDE SERS aI 41 


‘Total watch sales for the stores broke down into these 


Also- percentages : 





MENS MPOCKEE™ 66 iiss sce BOM 
A Fine Selection Men’s wrist «.....0650..0% oo OS 
Women’s eee ee Js 
of DIAMOND MOUNTED omen’s wrist 45 
100% 


PLATINUM JEWELRY 


Watch inventories turned over about 214 times a year. 

Although the figures varied considerably from store te 
store, it appears that only about one-half of the pros- 
pects express a definite brand preference upon entering 
the store. 

The 35 jewelers ranked the buyers of men’s watches 
this way: 


1 Men for own use 
2 Women for gifts 


WHITELAW BROTHERS 3 Men for gifts 


Diamond Importers & Cutters 


48 WEST 481HST..NY.C. BRYANT 9-0122 Buyers of women’s watches were ranked in this order: 


1 Men for gifts 
2 Women for own use 
3 Women for gifts 


As to method of payment, only one fact is clear—it is 
that about 20 per cent of the watches are bought for 
cash. As to how the remaining 80 per cent splits up 
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between open account sales and installment, no plain 


pattern was seen. 
The four best watch months for the jeweler, in order, 


were: 
December 
May 
June 
November 


ne od 


Eighteen of the 35 jewelers indicated that they did 
no trade-in business or that the trade-in was no problem. 
The others felt that even though this problem might not 
vet be of major proportion, it was rapidly becoming one. 
Eighteen were bothered by price-cutting—17 were 
not. The former group complained most loudly about 
mail order firms which sell out of catalogs. 

‘Thirty-one definitely favored Fair Trade Laws, one 
was definitely opposed, and three were indifferent. 

Strap and attachment changes were no problem, as 
they were requested in less than 5 per cent of the sales. 

Although five jewelers said they needed no sales- 
training help from the manufacturers, most jewelers 
wanted folders for each type watch, these folders writ- 
ten specifically for those who sell watches. 

Twenty-nine stores wanted the watch manufacturers 
to advertise more widely, radio and magazine being 
wanted about equally. Seventeen wanted more window 
and counter displays, while only five requested lower 
prices. In contrast, one man could see no good a manu- 
facturer’s advertising does his store. 

Four of the jewelers interviewed took no trade publi- 
cation. Twenty-six were subscribers to THe JewELers’- 
CircuLar-Keystone while 13 said they received its near- 
est competitor. Tue Jewerers’ Circutar-Krystone 
was preferred because it was “current and complete” 
and because it wrote up examples of successful pro- 


motions. 


BRIDAL RINGS AND SILVERWARE 
(from page 37) 


iment pictured a single pattern, and gave the price, by 
the dozen, of teaspoons, luncheon knives, luncheon forks, 
salad forks, butter spreaders and cream soup spoons, 
and finished with the slogan “The purchase of sterling 
silver is an investment in beauty and service.” 

Roy & Molin, Portland, Ore., in an advertisement 
illustrating two pairs of ensemble rings at $87.50 and 
$110, respectively, put their message before the groom 
in a decidedly impressive manner: 

Remember, Sir . . . the ring symbolizes your love and affec- 
tion for her. Thousands of times will that ring be raised in 
admiring glances. Countless thousands of times will she 
silently thrill to it, and glory in it, for it represents that tie of 
devotion that binds you to her. You are a man, and asa man 
you may call it whimsical or childish . . . but believe it... 
that ring bears the deepest significance for her . . . and to 
the world that ring epitomizes your regard .. . your consider- 
ation and your love for her. Choose it, therefore, with every 
care that it may always be an object of great joy and pride 
to her. 


An ad that gave so much practical aid in the choos- 
ing of a ring set that it was clipped by many a pros- 
pective bridegroom, was that run by the Adams Jewelry 
Co., of Tampa, Fla. It was captioned “Something to 
Remember when You Buy a Diamond,” and _ particu- 
larly stressed the value of the small, pure stone. 
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53 E. Washington Street 
Chicago 





PEARLS to Glen 
both BRIDE and GRADUATE 


10 


What better route to substantial sales and the 
good will of purchasers, brides, and graduates than 
genuine “Orienta’’ Cultured Pearl Jewelry. priced 
from $20 to $1000, with a “Lifetime Guarantee” 


on each and every fear]? 


out of 10 young women love luxuriant pearls 


for their softly royal touch. 


Memo selections promptly mailed for important 


weddings. 





Leys, Christie & Co., Sne. 


65 Nassau St., New York City 


133 Geary Street 
San Francisco 














alf the beauty 
lies in the Clas 





HE heart of all good necklaces lies 

- in the clasp. That is why a fine 

pearl necklace, whether it is oriental or 

cultured deserves nothing less than a 
diamond SCHICKSNAP. 


In gold and platinum, priced to retail 
from $5.50 to $250.00 


HARRY C. SCHICK, INC. 


Manufacturers of 


chicksnaps 


and other fine jewelry 


Factory and Main Office: Newark, New Jersey 


New York Showroom: 347 Fifth Avenue 
Chicago : San Francisco 








n of Modern Fashion 
e ball- “room, at the 








Importers and Cutters of Precious sind Semi-Precious Stones: 
= 48 WEST oan See L 


Re REESE LS | cchak caine 
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NATURE INSPIRATION FOR DESIGN 


HE nine jewelry designs here shown represent the 

best work of the 36 students enrolled in the jewelry 
design class taught by C. A. Jakobb at the Mechanics 
Institute, 20 W. 47th St., New York. 

These designs were selected for three medals and for 
honorable mention from the best efforts of all the 
novice designers at the 11th annual exhibition of their 
art, April 12, 13 and 17. 

While some excellent designers have been developed 
from youthful tyros, most of whom had no previous art 
training, Mr. Jakobb says the school is not trying to 
produce finished jewelry designers after the three-year 
course, but rather to instill the fundamentals of art 
and the principles of good design into the minds of 
young men who are already engaged in some capacity 
in the jewelry trade. Manufacturing jewelers who have 
sought to improve their ability to prepare drawings 
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and to recognize good form have come under Mr. 
Jakobb’s tutelage in these classes. Mr. Jakobb, who 
has had considerable effect on American jewelry design. 
also teaches the work by correspondence. 

In some of these designs the manufacturing jeweler 
will find the expression of modernity and the spirit of 
the world of tomorrow. Others will be recognized as 
variants of jewels which jewelers will find in their 
own stock. 

The designs selected as most representative by a 
prize committee are the work of the following: 1, John 
W. Arends, Jr., third prize; 2, Howard Pfreundschuh, 
honorable mention; 3 and 9, Nicoles Cirignano, second 
prize winner; 4, F. P. Miceli; 5, Henry Wellen, honor- 
able mention; 6, Henry A. Schmidt, first prize; 7, Wil- 
liam Holzer, honorable mention; and 8, John M. Rooney, 
honorable mention. 




















Ad 


PROFIT or 
PROPHET 


CL EUN NE * 


EMERALDS 
SAPPHIRES 


RUBIES=—= 





DIRECTLY 
Ti Je)-s8 8 A New Outlook On 
FROM INDIA BUSINESS! 


With specialists reaping the harvest of 
the majority of profits in almost all 
a eanaaMiaaa. lines of business, it is only natural that 
big sales increases are being enjoyed 
throughout the ranks of Certified Gem- 
ologists in all parts of the country. 





i OGER tu HTTP SHSM | ||| exter me ens atthe joss ot yr 
ROCKEFELLER CENTER gem specialist, the Certied aie 
B10 FIFTH AVENUE gists. 


ee ee Write today to 





aida LOS ANGELES GEMOLOGICAL INSTITUTE OF AMERICA 
S.KUTNER_ HENRY M. ABRAMS CO. 


MAINT Th ichieh Baa 727 W. 71 STREET 541 SOUTH ALEXANDRIA LOS ANGELES, CALIF. 
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CASES ARE NOT STOCKROOMS 
(From page 47) 


of this publication, which has retained him to advise 
subscribers about store layout, show windows, exteriors, 
etc. There will be no charge for Mr. Pearlstein’s 
answers to such questions, unless the subscriber asks 
for individually prepared, detailed architectural plans, 
and in such cases, to avoid any misunderstanding, the 
inquirer will be notified of the charge before Mr. Pearl- 
stein proceeds. 

The arrangement of center-aisle display tables is 
analyzed in Mr. Pearlstein’s solution of the following 
question: 


QUESTION—Can you give me a little advice re- 
garding display tables from our gift department? At 
the present time, I am using long tables which run up 
and down the center of the store. The floor space 
measures 27 feet long and 12 feet wide. The tables we 
are now using, have no cross aisles, and customers must 
walk to the rear of the store to get to the other side of 
the table. Perhaps this is the best we can do with our 
floor space, but I have felt that possibly some tables 
running cross-wise of the store, with aisles between each 
table, might be more satisfactory than our present one 
large table running lengthwise of the store. 

I do not want to cut down on my display surface, as 
I need all the space I can get for the lines of giftware 
that I wish to show. 

Will you kindly advise me what my solution is for this 
problem, and also give me dimensions and types of 
tables that you think I should use—E. J. J. 

ANSWER-—You can improve the arrangement of 
your gift department by using tables running cross- 
wise of the store, each table to be 5 feet long by 3 feet 
wide. This will enable you to get four such tables into 
the space with an aisle 3 feet wide between each pair 
of tables and an aisle running down either side of the 
store; each of which will be 3 feet 6 inches in width. 

This will give you a total length of only 20 feet of 
table against the 24 feet which you now have, but by 
using a quadruple-deck table, you can increase your 
space that is available for display by more than 50 
square feet above the amount that is now available 
for you. 

The first deck of each table should be 24 inches from 
the floor, and 36 inches wide. The second deck should 
be 39 inches from the floor and 24 inches wide, the third 
deck 49 inches from the floor and 18 inches wide, and 
the fourth deck 54 inches from the floor, and 9 inches 
wide. 

This arrangement will both give you a greater amount 
of display area, while breaking up the table into sepa- 
rate units, and so making the stock more accessible as 
well as enabling you to departmentalize. 


QUESTION—We would like to change the interior 
of our windows to make them brighter and bring them 
up-to-date. (Our store was built in 1904.) The windows 
are approximately seven feet high with the ends and 
backs paneled in dark walnut, the upper three feet six 
inches of the window backs being of glass. A valance of 
a grayish tan material is hung across the front of the 

(Please turn to page 67) 
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WITH ITS MEMORY 
A gift of... 
lovely Amber 


Gj TO CHERISH 





And without cost 


A MINIATURE DIPLOMA of parchment en- 
graved in gold, already tied with a white silk bow. 
A cherished keepsake and remembrance of the 
school, date and name of giver — with each item 
ordered. 


To build more good will for your store. 


3006—Necklace, as above, $8. Keystone 
105—14K Gold Ring, as above, $12. 


Each in beautiful gold and white case. Large selection 
of brooches, rings bracelets, pendants and necklaces in 
$5 to $15 range. 


Non-competitive. Full profit. 
Memo Assortment for selection. 
Write for story of Amber. 


Cmber Mines Jne 


WORLD AMBER SUPPLIERS 
NEW YORK 


S ROCHREFCELL ER PLAZA. 
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A NEW EPOCHIN JEWELRY FASHIONS! 


L'OFFICIEL DE LA BIJOUTERIE & ACCESSOIRES 
now presents 


its new 3rd Edition of the coming styles: 


JEWELRY OF TOMORROW 


The largest contemporary presentation of modern 
designs and novel ideas for the jewelry industry. 


Designed to meet the artistic, technical and com- 
mercial exigencies of the times. 


Fully illustrated 
16 pages over 400 designs 


Created and printed in PARIS 


Subscription Rates: 
(payable in advance) 


Photographic Edition Chromatic Edition 
(black and white): (colors of objects): 
Annual Semi-annual Annual Semi-annual 

$30.00 $20.00 | $40.00 $25.00 


Remittance may be made by ordinary check. Also, if preferred, 
| by bank against delivery of the Edition. 

Free with annual subscription: 
Special exclusive designs for each subscriber (minimum 6). 


Periodical bulletins of feminine fashions and other helpful 
services. 





INTRODUCTORY OFFER: 


Specimen copies of previous issues, Photo- 
graphic (Ist. & 2nd. Editions only): 





Single pages of designs, any 


| 

| ER Te a eS: $1.00 | 
Entire album — | complete 
Edition ...... er, | 


FULL DEDUCTION allowed of the 
above amounts with regular annual 
subscription. 











OFFICIEL DE LA BIJOUTERIE & ACCESSOIRES | 
8, Rue Murillo, PARIS (8°) France 
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CASES ARE NOT STOCKROOMS 
(From page 65) 


windows with a similar curtain of the same material 
across the backs. 

ANSWER—Replace the present window backs with 
flush veneers in either butternut wood or bleached wal- 
nut. Both these woods are light in color and texture and 
will help materially to brighten the windows. Eliminate 
the glass at the window backs and run the paneling the 
entire height of the window. Instead of the cloth valance 
use a wood valance of flush veneers of the same material 
as the window backs. The height of this valance should 
be approximately two feet, leaving approximately five 
feet of clear window between the floor and the bottom 
of the valance. The floor of the windows should be of 
the same material, and the ceiling should be painted pure 
white. 

Omitting the glass in the window backs will prevent 
diffusion of light and will give a full concentration of 
the window lighting directly on the merchandise dis- 
played. 

The use of fluorescent lighting in the windows would 
also be helpful. This type of lighting will greatly im- 
prove the illumination. 





Jewelers who are thinking of remodelling their store 
fronts will find useful and interesting information in a 
new booklet just issued by the Kawneer Co., Niles, 
Mich. Kawneer, which has long been a leading manu- 
facturer of store front construction materials, has re- 
cently perfected and is now marketing a line of panels 
in architectural porcelain enamel in the modern style, 
and has prepared for free distribution an interesting 16- 
page booklet showing the technical details of the mate- 
rial and many worthwhile suggestions for store front 
design including various suggestions for combinations of 
color. 

The booklet may be obtained by writing to the 
Kawneer Co., Niles, Mich., and mentioning Tue 
JEWELERS’ CircuLAR-KEyYSTONE. 


G. |. A. GOVERNORS ARE RE-ELECTED 


HersHey, Pa.—The board of governors of the Gemo- 
logical Institute of America held its annual meeting at 
the Hershey Hotel, April 13. The former board mem- 
bers were re-elected to serve for another year as follows: 
George C. Brock, Brock & Co., Los Angeles; Henry G. 
Birks, Henry Birks & Sons, Ltd., Montreal; James D. 
Dougherty, J. B. Hudson, Inc., Minneapolis; Louis 
Esser, Louis Esser Co., Milwaukee; Myron Everts, 
Arthur A. Everts Co., Dallas; Paul Hardy, Hardy & 
Hayes Co., Inc., Pittsburgh; Edward F. Herschede, 
Frank Herschede Co., Cincinnati; E. W. Hodgson, 
Hodgson, Kennard & Co., Inc., Boston; O. C. Homann, 
C. B. Brown Co., Omaha; H. B. McCague, Cowell & 
Hubbard Co., Cleveland; H. A. Maier, Maier & Berkele, 
Inc., Atlanta; William Elder Marcus, Marcus & Co., 
New York; F. B. Thurber, Tilden-Thurber Corp., Provi- 
dence; Leo J. Vogt, Hess & Culbertson Jewelry Co., 
St. Louis, and W. H. Wright, Galt & Bro., Inc., Wash- 
ington, D. C. George C. Brock was re-elected chairman 
of the board and Edward F. Herschede was chosen as 
secretary. 
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—_Wateh Case— 


Mig. Co. 
ae > ei 


Announce.... 
A NEW ADDRESS 


After May Ist we will be located in 
our new glass enclosed factory at 


304. East 45th Street, New York 


where, with increased space and addi- 
tional equipment, we look forward to 
your continued favor. 





APEX WATCH CASES 
are 


Better Styled 
Better Made 
Better Recetved 


than ever before in our 18 years of 
continued progress under the same 
management. 


Apex Watch Case Mfg. Co. 


304 EAST 45th STREET 
NEW YORK 

















These 8 patterns 
are featured in June 
Good Housekeeping. 


180,000 


GIRLS 
WILL MARRY 


this June 


7 “Young Sweetheart” cam- 
paign is before their eyes this month in the very 
magazines that they (and their mothers) consult for ideas when making 
up trousseau lists. Three Gorham insertions alone reach over two and a half 


million readers: 


Bride’s Magazine (Summer) 4 pages 
House Beautiful (May) 2 pages 


Good Housekeeping (June) 2 columns 


Look over your stock of Gorham 
Silver now and be ready to capi- 


talize on the interest aroused STERLING 









NOCTURNE GREENBRIER 
Place-setting $17.17 Place-setting $16.92 


(Retail prices as featured in 
Good Housekeeping) 








Americas Leading Silversmiths +siNCE 1831 
by our striking spring campaign. PROVIDENCE, RHODE ISLAND 
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-yOUR BABY'S 
First SHOES 


p 





MAHAN'S SHOW YOUNGSTERS’ “PLACE-SETTINGS” 


BABY GOODS MAhE EXTRA VOLUME 


by LUCIUS S. FLINT 
and RUEL McDANIEL 


66 you're looking for some profitable extra business 
in the silver line, give a little more attention to 
baby goods. They can be made to pay high dividends.” 
So says F. E. Funk, head of the Mahan Jewelry Co., 
Colorado Springs, Colo., who has gone after this baby 
silver trade in an unusually progressive way and used 
the line not only as a source of direct profits but also 
a feeder for other business. Mr. Funk backs up his 
interest in baby goods by one of the largest stocks of 
this merchandise in the Mountain States and by clever 
window and interior display work, coupled with pro- 
gressive store salesmanship. 

Unlike many jewelers who hesitate to build up a 
stock of baby goods because they can’t see volume pos- 
sibilities in the line, Mr. Funk has purposely developed 
his stock in this direction. He carries more than 20 dif- 
ferent patterns in sterling on a majority of the baby 
items. He reasons that a line which is so seldom given 
much attention offers a rare opportunity for developing 
a customer following. 

And the theory seems to have proved out. Mahan’s 
has acquired a reputation in Colorado Springs as the 
place to buy baby silver. The mouth-to-mouth advertising 
that results from the unusually complete stock carried 
has made it possible to put across the line with a mini- 
mum of promotional expense. 

The principal promotional activity on this merchan- 
dise is window display work. A clever window of some 
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sort featuring children’s silverware exclusively is used 
from four to six times a year. 

A typical display is shown in the accompanying photo- 
graph. Note how well the place setting idea is carried 
out, along with the display of a variety of patterns. The 
brushes and other similar items are well worked right 
into the display. The background sign, illustrated by a 
sketch of a little girl, also adds an effective touch. The 
copy reads: “Little gifts for little folks that will blos- 
som forth in after years with fond and pleasant 
memories.” 

The window displays are backed up by a large in- 
terior showcase devoted entirely to baby goods. This 
segregation of the baby silver makes it particularly con- 
spicuous, simplifies the showing of a variety of items 
to customers who aren’t certain as to just what they 
want. Combs, brushes, casts of first shoes and other 
similar items are all shown right with the silverware. 

Every item displayed—either in the window or in the 
showcase—is plainly priced. Experience showed that 
few people have any idea of what merchandise of this 
type is worth and consequently are afraid to ask prices 
for fear of embarrassment. Plain pricing eliminates this 
difficulty. 

Longview, Texas, a community of 5000, boasts a 
jewelry store whose capital investment is ranked within 
the top 10 per cent of American jewelry stores’. Sur- 

(Please turn to page 72) 






















QUEEN ELIZABETH FAVORS PEARLS 


HE unprecedented visit of their British Majesties 

to Canada and the United States within the next few 
weeks will be welcomed by jewelers, because the brilliant 
social functions planned for King George and Queen 
Elizabeth during their stay on these shores will focus 
public attention on the accessories of gracious living. 

Their Majesties will enter the United States June 7 
at Niagara Falls, N. Y., and will proceed by train to 
Washington, where on June 8 and 9 they will be guests 
at the White House. Saturday, June 10, will be spent 
at New York and the World’s Fair. The King and 
Queen will be at Hyde Park June 11, entraining for 
Canada that evening. 

Queen Elizabeth will wear a diamond maple-leaf- 
shaped brooch on occasions during her Canadian visit. 
Among her other jewelry will be the badge of Her 
Majesty’s own regiment, the Black Watch, which she 
uses to pin flowers to her coat, and the six-strand pearl 
necklace which was a present from her father, Lord 
Strathmore. 

The crown jewels which will accompany the royal 
couple are the Queen’s platinum crown, containing in its 
lower part the Koh-i-noor diamond, which can be worn, 
detached from the crown, as a corsage ornament or in 
her tiara; the imperial crown worn by the King, and the 
insignia of the Garter. The Queen’s ceremonial gowns 
will have puff sleeves ending in a tight band for holding 
the Garter. 

The pomp and circumstance which will attend Their 
Majesties will have overtones from coast to coast. There 
will be more interest in correct dress, more demand for 
big, lavish jewelry, more emphasis on entertaining. 

Jewelers everywhere will do well to dedicate special 
window displays to the Royal visit, which will seal soli- 
darity between the American and British peoples. 
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Jewelers’ Bow 
to hoyalty 






A window display of impressive simplicity may be 
created by arranging three steamed and bent white 
ostrich plumes against a panel of dubonnet velvet, and 
covering the floor, walls and elevations with midnight 
blue velvet. Important jewelry is then exhibited, each 
piece resting on a white velvet pillow, four inches square 
and bordered with narrow gold braid. A pearl necklace 
may be shown on a larger pillow, 12 inches square with 
gold tassels and braid. 

Another “atmosphere” device is a cape of royal purple 
edged with ermine, draped across the floor and up the 
back of the show window. The edging, for economy’s 
sake, may be white imitation fur, painted black here and 
there to simulate ermine tails. Then show the finest 
article in your store, be it a diamond wrist watch, a neck- 
lace or a brooch, with the draped cape as a background, 
and this card: ‘““We dedicate this, the finest thing in our 
possession, to the spirit of the Royal Visit.” 

Photographs of the King and Queen may be clipped 
from the magazines and rotogravure sections to decorate 
other windows. Vogue, for instance, will devote much 
attention to the Royal visit in its issue for June 1. 

Tue JeEwevers’ Crrcutar-Keystone will furnish 8 in. 
x 10 in. glossy prints of the following royal treasures to 
its readers for a nominal sum: the Imperial crown of 
India, the crown of England, and the Orbs. 

By writing to the Travel and Industrial Development 


@ International Silver Co.'s 
commemorative teaspoon 
couples the portraits of the 
King and Queen with crossed 
British and American flags, the 
rose of England, the thistle of 
Scotland and Eire's shamrock. 


@ Colclough English bone 
china plate, cup and saucer, 
produced to tie in with the 
visit of their Majesties. Dis- 


tributed by Marks & Rosenfeld. 
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ices, authentic design, 
gite craftsmanship” gives 
< word-picture of Sterling 
. the hollowware 
ing the country by storm. 
nation: ELLMORE unique 
n economies. The result: 
ROFIT for you... more 
for your customers. Write 


e sugar and cream set illustrated is an 
thentic Georgian reproduction after E. 
ickes, London silversmith circa 1748. 


ORE SILVER COMPANY 


IDEN, CONNECTICUT 
: 830 Market St.-New York: 347 Sth Ave. 


THE E 
M 


San Franci 
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Association of Great Britain and Ireland, 620 5th Ave., 
New York, jewelers may obtain without charge their 
choice of the following ‘“‘atmosphere” aids, photogravure 
prints 20 in. x 80 in.: the Houses of Parliament with B 
Ben, Lincoln Cathedral, Warwick Castle, Canterbury 
Cathedral and Stratford-on-Avon. 

Several commemorative silver spoons and chinaware 
designs have been prepared by manufacturers and 
importers. 


BABY GOODS MAKE EXTRA VOLUME 
(from page 69) 


prise No. 2 is that this firm, the R. S. McCarley Co., is 
making history with an outstandingly profitable infants’ 
and children’s wear department. 

This department has been in the making for more 
than ten years, according to Mr. McCarley, and was 
started in a small way at the suggestion of Mrs. Mc- 
Carley. 

Today it occupies a distinct section, cut off from the 
rest of the store entirely except for a door which leads 
from the main store. It carries everything in children’s 
wear from a layette for the infant to dresses and coats 
for girls up to 13 years old. 

“Although the department is operated as a distinct 
‘store, it does, I think, contribute indirectly at least 
to the jewelry business,” Mr. Carley points out. “It is 
an important factor in bringing additional women into 
the store, for one thing, by broadening the store’s 
appeal.” 

Entrance to the children’s shop is only through the 
jewelry store or the gift shop of the store. In either 
case, a customer of the shop comes in contact with much 
regular jewelry merchandise on her way to and from 
the children’s section. 





"THE REVOLUTION IN MERCHANDISE" 
“The Revolution in Merchandise,” by Joseph Mayer, execu- 


tive vice-president, R. H. Macy & Co. Published by Green- 
berg and for sale by Book Department, Jewerers’ Cracutar- 
Keystone. 222 pages, cloth bound, $2.50. 

Although this book is written by a department store 
executive and from the department store point of view, 
it contains a wealth of ideas that are equally applicable 
to the business of the retail jeweler and what the jewelry 
trade will do well to heed. 

Writing from a background of 37 years of active and 
successful merchandising, Mr. Mayer points out that 
the consumer judges values today on an entirely differ- 
ent basis from that of even a comparatively few years 
ago, and therefore that the merchant must keep this new 
set of qualities uppermost in his mind when he selects 
his stocks of goods. 

The fallacies of volume chasing, high-pressure selling, 
and selling that is based upon price alone are exposed, 
and the need of a new mental approach to obtain a cor- 
rect understanding of customers and what makes them 
buy is clearly pointed out. 
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They’re New! 





@ From __Longines-Witt- 
nauer's new Par Avion 
watch series, honoring 
Howard Hughes’ round- 
the-world flight. 


@ Elgin eight-day ship's 
wheel clock, designed’ 
and distributed by Louis 
Sickles, Philadelphia, to 
retail at $20. 
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@ New bell-shaped wedding ring boxes, 
in pastel shades of bakelite, offered by 
Wolfsheim & Sachs, Inc., New York. 


@The writing surface of this memo pad 

@ Della, one of Hamilton's new 22/0 lights up when pencil is withdrawn from its 

compartment. Distributed by the Beckhard 
Line, New York. 





size karat gold watches with applied gold 
numerals, retails for $65. 


@ The Proctor Feather 
Touch automatic toast- 
er has a glow cone to 
indicate when toast is 
ready, eight toasting 
degrees and a remov- 
able crumb tray. $12.95. 


@ Sterling tray, salt stand and pepper shaker, from the 
new line of A. G. Schultz Co., Baltimore, made to retail 
complete for $8.50. The tray is five inches across. 


@ Forstner's new vest pocket key chain is designed as 

a piece of jewelry in itself, based on the fact that the 

well dressed man insists on a chain across his vest, even 

though he wears a wrist watch and may attach a knife, 
pencil or lighter to the swivel end. 
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*America’s Oldest Clock Maker 


Presents 
America’s Newest Clocks 


ot Gilbert 


OT Clocks 


The news is out! Through the medium of such authoritative 
magazines as “House and Garden” and “Home Beautiful” the 
discriminating buyer is learning to appreciate the new style, the 
new utility, the new value inherent in the Super-Gilbert Clocks. 
This is definitely a jeweler’s line, with a quality and richness 
characteristic of the best traditions of the jewelry trade. 








* In continuous operation on the site of the original factories No. 40 “ADMIRAL” (left) No. 15 (above) 
Shipshape—fore and aft! Genuine a a , a 
mahogany case with enclosed back peo any gle ~~ ra 


offers trim appearance from eve 
angle. Etched metal dial, poe this solid mahogany case. Etched 





plated trim. Height 6% inches, metal dial, gold plated trim. 
width 6 inches. Choice of 8-day Height 5% inches, width 5 inches. 
lever, spring movement or eelf- Choice of 8-day lever, spring 
starting electric. movement or self-starting electric. 
LIST $10.00 LIST $7.50 
wo * 


You can sell Gilberts with unlimited confidence in that name, 
bicked by the experience of 132 years. Super-Gilberts will sell 
—profitably and with complete satisfaction to your customers. 


Ask your wholesaler or write our nearest office for 
samples, prices and full information on Super- 
Gilbert Clocks 


THE Wo. L. Gicpert CLock CorPORATION 
— clock maker to the nation since 1807 — 
WINSTED, CONN. 


551 Fifth Avenue 58 E. Washington St. 
New York Chicago 


607 S. Hill St. 
Los Angeles 
Pore 















Located in the jewelry manufacturing center of 
North Attleboro, Mass., directly on U. S. Route |, 
this factory and two adjacent two-story buildings 
are to be sold or rented. Staunch wood construc- 
tion (stone engine house), 49,000 square feet of 
light and airy floor space, sprinklered, on large lot. 
Use electric or own steam power. Ample water for 
mechanical purposes. Low taxes and overhead. 
Suitable for jewelry, silverware or light metal manu- 
facturing with a labor supply skilled in these in- 


aja 2 l Y dustries. 
RICHARDS REAL ESTATE TRUST 
NORTH ATTLEBORO, MASS. 
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@ Teapot, creamer, sugar and tray from the 

new 22-piece matched service just produced 

by Benedict Mfg. Co., East Syracuse, N. Y. 
Each piece has pearl-beading. 





@ Here's one of the new "Unit" rings 

made by B. F. Hirsch, Inc., combining 

four diamonds to give the appear- 
ance of a single stone. 


@ Brilliant new 21/0 
size Lady Vernon, 
17-jewel 10K yellow 
R.G.P., from the 
complete line of 
American-made Mt. 
Vernon watches, for 
men, women and 
girls. 
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They’re New 








@ Bulova's new ladies’ watch, the “Eliza- 
beth," is as small and round as a dime. It 
has engraved lugs and a silk cord. 





@ "Viking," Ronson's Swedish- 
Modern table and desk lighter, 
finished in oxidized silver plate, 
combines the restraint of its 
surface with a graceful motif 
in full relief grill work. Ronson 
has just released its largest 
national spring advertising 
schedule in many years. 








@ Phone-O-Meter Co., Orange, 
N. J., has just marketed the talk- 


@ Double circle cultured pearl 


timer, which shows how much of brooch with platinum and dia- 
your call you have left, and rings mond ornament, offered by Leys, 
a bell. $3.50 retail. Christie & Co. at $200 list. 


@ Newly by Gemex Co. are the "Gemsnap” 

watch bracelets, available with fittings in 

1/40-10 K. R.G.P., steel back, and also in 

stainless steel, combined with various types 
of leather. 
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HONESTY is not a virtue 


... it is good business! | 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 

FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 

COOPER’S POLICY of fairness and -ac- 
curacy continues unchanged .. . always 
making new friends. 


COOPER & SON 


INCORPORATED 


JOSEPH B. 





26 John St., New York 
Factory: Brooklyn, N.Y. 


Our Reputation Is Our Success 





JEWELERS! ATTENTION! 


Grand Central Zone 


ALLIED ARTS BUILDING 
304-320 EAST 45TH ST. 


Unusually Desirable Units 
Northerly Light—Three Exposures 


EXCEPTIONALLY ADAPTED FOR THE 
JEWELRY & DIAMOND TRADES 


UNITS—3000 to 23,000 Square Feet 
High Ceilings—Heavy Floor Capacity 
100% Sprinkler Acid Lines 
24 Hour Service 


At Attractive Rentals 


Among our Tenants are: 
THE JAEGER WATCH CO. 
B. F. HIRSCH, INC. 
APEX WATCH CASE MFG. CO., INC. 


LEVY BROS. MANAGEMENT CORP. 
1440 Broadway—CHi 4-8116-7-8 











| 





Special 14th. Edition 


ART MONOGRAMS AND LETTERING 


By J. M. Bergling 
Price $2.00 Postpaid 


‘ Invaluable as a means of suggesting engraving 
styles to customers—a useful guide in the work- 
shop. Contains several modern style charts for 
engraving regularly sold at 50 cents each—also 
inscriptions for trophies, full alphabets in script, 
Old English, Blackstone, etc. Cipher monograms 
in full alphabet styles for seal and signet rings, 
panel monograms for metal and wood and key 
to drawing monograms. Size 8%4x11 inches— 
36 pages—heavy paper binding. 


THE JEWELERS’ CIRCULAR — KEYSTONE 


56th & Chestnut Sts.. 239 West 39th Street, 
Philadelphia, Pa. New York, N. Y. 
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Christy Sport Knife Advertising 
—continues in leading magazines, bringing constantly increased 
over-the-counter sales for ‘‘the handiest pocket knife ever designed’’. 
Last year’s sales increased over 50%. Standard Model 7.20 doz. 
to retail at $1.00 each—40% assured profit to you! Counter sell- 
ing display card free with order for each % doz. knives. Order 
today from your jobber or direct to get your share of this sure 
business. 


The Christy Company, Fremont, Ohio 
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WATCH THE GRADUATES 
(From page 41) 


Kays.” The second responds: “You're not the only one. 
Look at this beauty. Kays helped my folks to select it.’’ 
‘he second box shows dad’s sanctum, with dad and his 
graduating son. The boy says: “Gee, Dad, this is a 
swell watch. I told you Kays is the place to go for the 
best watches.” Watches for both young men and women, 
in satin-lined cases, were shown in a wide variety, at 
prices ranging from $25 to $60. The first of June they 
changed their card, to show the life-size bust portraits 
of a pair of graduates, with the caption: “Give them the 
gift they would choose for themselves—a Famous 
Watch” (followed by the names of the various nationally 
advertised makes of watches carried by the store). The 
shadow boxes had a white background of oiled paper 
with light behind them, against which were silhouetted 
figures of graduates in cap and gown, with the captions: 
“Your graduate deserves the best—a watch from Kays” 
and “To reward achievement—a watch from Kays.”’ 

The Nash Jewelry Co., Long Beach, Calif., used a 
series of cards in blue and white, each of which was 
headed: “Graduation Time at Nash’s.” One of them 
advised: “Your graduate deserves the best—a Watch.”’ 
They then proceeded to quote the eight nationally adver- 
tised lines handled by them. Another card suggested: 
“Time is more important now—see that they have a 
Nash watch,” while looking forward to the future they 
said: “Send your boy or girl off to college with a de- 
pendable Nash watch.” Watches, rings, electric shavers, 
pen and pencil sets were all featured as appropriate 
graduation gifts. Cardboard cut-outs of graduates, 18 
inches high, in cap and gown, were placed among the 
watches, while roses and ferns were used for decoration. 


SILVERSMITHS OF NEW YORK STATE 


George Barton Cutten is president of Colgate Uni- 
versity at Hamilton, N. Y., perhaps the most famous 
product of which is a football team which in most years 
is the terror of machines belonging to schools many 
times Colgate’s size. 

To jewelers of New York State, however, Dr. Cutten 
is known not only as a footballers’ prexy but as an out- 
standing authority on old silverware and old silversmiths 
of the Empire State. Several years ago he authored 
“The Silversmiths of Utica,” and more recently he as- 
sisted Lavinia D. Currier in preparing for publication 
“Marks of Early American Silversmiths.” 

“The Silversmiths, Watchmakers and Jewelers of the 
State of New York Outside of New York City” is Dr. 
Cutten’s latest contribution in this field. This booklet 
of 47 pages in stiff paper covers is a check-list of over 
1200 craftsmen who worked before 1850. The work 
has been privately printed and is priced at $1. 


MESSENGERS RUSH WATCH REPAIRS 


Arthur F. Blechstein, manager of watch repairs with 
A. Stowell Co., 24 Winter St., Boston, maintains a special 
service for emergency watch repairs, for convenience of 
their customers. A messenger, in A. Stowell Co. uni- 
form, calls for and delivers the watches. 
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American Beauty 
Patiern 





Tuis new, American Beauty pattern is out in time for you 
to hit the wedding gift market at its peak. Show your cus- 
tomers something new and different to choose from. The 
complete set consists of 22 beautifully matched pieces, but 
each individual piece makes a superb wedding gift. Brides 
will want to add to the set later. This will help you build 
good contacts and permanent customers — increase your 
profits. 





This American Beauty Coffee Service is part of a beautiful 22- 
piece set. List price of Coffee Service as shown is $24.20. 


The American Beauty pattern is finished in full-burnished 
silver, heavily plated to last for years. It is made by experi- 
enced silver craftsmen with 55 years of success in the hollow- 
ware business. Experience, combined with striking beauty 
and high quality, has produced this best-seller for brides. 


Free—Send for free photograph and description of this 
beautiful American Beauty set of 22 matched pieces. 


Benedict Manufacturing Co. 
Dept. 10, East Syracuse, N. Y. 


Makers of silver-plated hollowware since 1883 
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SHORT TIME FREE DEAL 

A LTO N (MAY AND JUNE ONLY) 
Watch Of The Hour 
These watches are presented to the retail jewel- RR Bs Yess by AVE RB TEN 


ers of the country with full confidence BECAUSE 
they represent better values and a higher quality nee 
in each price range. Every watch is cased, timed 
and rigidly inspected in our own shops. Each 
watch comes to you in a specially designed beau- 
tiful gift box. 

You can offer these dependable new ALTON 
watches to your customers with every assurance 
that you are giving the best possible value at the 
price. Every watch is guaranteed to give long 
years of satisfaction to users. 





Attractive Display Stand Free 


— Oo- 


Wrist Watch Assortment 


7-JEWEL MOVEMENTS 
BEK YELLOW GOLD PLATED CASES 








. TYPE DEALER'S COST RETAIL 

2 “Count. $3.60 ea. $7.20 $4.95 ea. $9.90 
1 “Countess” 4.00 ea. 4.00 5.95 ea. 5.95 
2 “Duke” 4.00 ea. 8.00 5.95 ea. 11.90 
2 “Wales” 4.00 ea. 8.00 5.95 ea. 11.90 
1 “Count” FREE 4.95 
1 Display Stand FREE 

$27.20 $44.60 


Dealer’s Investment—$27 .20 
“PROFIT — 17.40 


YOUR JOBBER can supply you this Free 
Deal Assortment. If he hasn’t it on hand, 
send us his name. We will give you full in- 
formation on this and other new assortments, 
and arrange a source of supply. 





Illustrated are just a few numbers from our complete line. 


Send for our 1939 catalog in colors showing line of new THE NEW HAVEN CLOCK CO., NEW HAVEN, CONN. 
ALTON watches, and other lines of profit making watches 


Weksler & Goodman, Inc. ny a we HAVE ie 
e » 


Distributors of Keystone, Star, Belove, and 
I.D. Watch Cases 


5 South Chicago 
Wabash Ave. Illinois 
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World’s Fair 
Foto Flashes 








QUEEN at ceremonies May 10 opening Elgin Na- 
tional Watch Co.'s observatory at the New York 
World's Fair will be Miss Arlene Warner, shown 
with Frank D. Brodsky, left, advertising manager 
for Elgin, and Hadden Sundblom, illustrator. She 
is a 22-year-old roller fitter in the escape division. 





BILLY ROSE, whose Aquacade will be an outstand- 
ing feature of the New York World's Fair, signs a 
contract to use Gruen time signals at his water 
shows for the duration of the fair. Teviah Sachs, 
vice-president of the Gruen Watch Co., and 
Harry Goldstein, Eastern sales manager, look on. 





SURREALISM being one 
of the burning issues of 
the day, Longines-Witt- 
nauer Watch Co. has 
commissioned Boris 
Margo, well-known sur- 
realist painter, to make 
a series of six special 
window displays for their 
"Time and Space" build- 
ing at the Fair. Here is 
Margo's design for one 
window styled "Today." 





HAMILTON'S 44-inch watch, with plate, 
dial and bridges made of transparent lu- 
cite, methyl methacrylate resin, to show the 
inner workings of a modern watch for the 
first time, will be featured in the DuPont 
"Wonder World of Chemistry.” 


ENTRANCE to the impregnable vault in the 

House of Jewels, where $5,000,000 in dia- 

monds will be stored when not on view. Even 

York Safe & Lock Co. engineers don't know 

the combination, which is entrusted to but 
two attaches at the exhibit. 
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JEWELERS ARE 
MAKING MONEY ON 


OLD GOLD 


It enables them to bring 
people into the store. 
They bring watches for 
repair, see modern 
items and often trade- 
in old gold for some 
attractive article. 


WE CAN HELP YOU 


get this business and 
when you have old 
gold, silver, filled cases, 
optical scrap, sweeps, 


elc. 
SHIP DIRECT TO 


DEE & CO. 


/Yeecious 


OOWNTOWN O10 GOLD 


a. ee 
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A WEDDING GIFT BUREAU Selection A WEDDING GIFT BUREAU Selection 


MAGIC WORDS 


“As seen in House Beautiful” will 
influence your customers. As gifts 
for Brides, Everlast hand-forged 
aluminum is ideal. The Thermos 
lined ice cube container is $6.25 
while the handsomely decorated 
pitcher is $3.75. Both 8/2” high. 
Feature these in your store for 
profits. 


Made by 


EVERLAST METAL 


HAND 
4 
° 
oy 


<e 
, eae 


“Is, 
waMETAL 

Every EVERLAST item bears 

this label, your guarantee of 

workmanship and quality. 


PRODUCTS 


New York City 


Represented by 
JANIS-TARTER, GREEMAN & NAJEEB, INC. 


225 FIFTH AVENUE 


NEW YORK CITY 
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“Style” Helps Sell 


More Watehes 


By JOHN H. BALLARD, President, Bulova Watch Co. 


RANDPA’S watch is no longer acceptable to the 

modern citizen as a wearable item. Continual 
“style-pointed” advertising by makers of clothing, auto- 
mobiles, furniture and a host of other products has re- 
sulted in a style-conscious public who have become more 
and more aware of fashion and more and more insistent 
upon it in all their purchases. Style and eye appeal are 
now among the most important factors in the selling 
of watches and it is increasingly necessary to give the 
buyer a watch he will be proud to wear and show. 

By the same token, watches are no longer sold as 
“once-in-a-lifetime” propositions, as they once were, 
when a lad was given a watch for some special occasion 
and retained it to the day of his death. Today, watch 
sales are being pyramided by smart jewelers through 
merchandising and promoting the idea that the watch, 
like other accessories, should be up-to-date. 

Revolutionary changes in watchmaking and designing 
of cases and rearrangements of watch movements have 
resulted in our being able to offer precision time instru 
ments in modern, eye-catching, streamlined cases at a 
smaller cost to the American public and with greater 
profit to the jeweler. 

Wrist watches, for example, have undergone amazing 
evolutionary changes in the comparatively few years 
since the fore, and other exposed parts of the wrist 
watch have necessarily become stylized. 

Cases have become smaller and more practical. Some 
of the newer types worn on the edge of the wrist, or 
with the case raised at one end for better vision, have 
gained great popularity. Cases with strict, modern de- 





signs have proven highly acceptable, as have the new 
designs with lapped or fluted bezels. 

Dial design, too, has taken on a new meaning. Mag- 
nificent pieces of workmanship of most attractive color 
and design have taken their place beside the old stand- 
ard dial of plain black numerals on a white background. 
Dials today are designed for beauty of both line and 
color. They may be black, silver, gray copper, and 
many other compelling, eye-catching colors that do not 
in the least detract from time-telling and that lend 
beauty and character to the watch. Even the hands and 
the numerals are stylized. And besides all these im- 
provements in movements, cases and dials, we must not 
forget one of the most important parts of the watch 
ensemble—the bracelet. 

To merely take any attractive band and attach it to 
the watch is not enough. No matter how goodlooking 
the bracelet may be in itself, it must also harmonize with 
the watch. Band and watch must be considered not as 
separate units but as component parts of one unit. Each 
must suit and complement the other if we are to take 
full advantage of design and style. 

When a style change is made in a watch or a new 
style created, the change must be complete, affecting 

(Please turn to page 118) 


The evolution of watch styles, from the heavy, costly repeater of 1700, through 
the big pocket watch era to the streamlined, functional designs of today. 
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QUALITY ENGLISH BONE CHINA at Low Prices 


The housewives of America will joyously welcome COLCLOUGH 
English Bone China into their homes. Long recognized for its 
superior quality, these extraordinary values will be the magnet 
for bringing customers into your store. 


Colorfully decorated with typical floral spray design, with shoulders 
in soft pastel shades of pink, green, yellow and blue, COLCLOUGH 


English bone china is striking in appearance. 


OPEN STOCK CARRIED IN NEW YORK 


PRICES: Tea Cups and Saucers and After Dinners. . .$4.50 dozen 
Your choice of 5, 6, and 7 inch Plates ..............$4.50 dozen 
8” Plates .. $7.50 dozen 8” Cake Plates.... .$7.50 dozen 
Sugar and Creamer... $2.00 set. Dripless Tea Pot...$2.50 each 


FOR THE JEWELER —a special assortment of 40 


pieces comprising 8 tea cups and saucers, 8 after dinner 
cups and saucers and 8—7” plates for only $9.00. 


Also available: 8 Teas for $3.00; 8 "AD's" for $3.00 or 
8—7” plates for $3.00. 











SEND YOUR ORDER TODAY and ASK FOR DETAILS regarding envelope enclosures and mats for YOUR SHOP'S use. 


MARKS & ROSENFELD, inc. 


S92 FiF TH AVENUE 


NEW YORK, N. Y. 
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LAYOUT FOR THE DOWNSTAIRS GIFT SHOP 


Your Basement, Can *Sell’’ Too 


Here’s how to transform the lower floor of your store into 


a profitable giftwares department; easy stairway, 


indirect lighting, modern display fixtures will do the trick 


F your basement is used only for a combination store 

room and a place to accumulate odds and ends, seri- 
ous consideration should be given to the possibility of 
creating a downstairs gift and china shop. It need not 
be a bargain store; today such wonderful things are 
being done with light and color, and the use of air- 
conditioning makes any space so comfortable, often with 
semi-pertable units, that a downstairs store can be as 
attractive as any upstairs floor. 

Your wrapping and mailing, buffing machine, baling 
machine, storage and other necessities can probably be 
rearranged so that they will occupy much less space, 
and by the time you dispose of some things that don’t 
belong there anyway, you may be able to turn even more 
than half of your basement into a profitable selling space. 

Whether the front or the back part of the basement 
should be used will depend primarily upon the location 
of the stairway, which would logically be either at the 
front of the main floor to one side of the entrance, or 
else at the center back of the main floor. In either case 
the stairway must be attractive, commodious, inviting 
and very easy to go down and up. 

Treads should be wide—about a foot—and the rise of 
each step should not be over seven inches. There should 
be hand-rails on each side, and a center rail on wider 
stairs. The new modern Kress and Woolworth stores, 
opposite each other on Fifth Avenue, have both done 
fine jobs on their stairways. In both, the stairs are open 
and have a platform landing so that one descending the 
stairs has a clear view of the whole basement, and is 
literally invited to stop and look when on the landing, 
which is about two-thirds of the way down. 

When the stairway is placed at the side of the store, 
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shallow wall cases extending up about five feet should be 
set into or against the side wall at a level with the first 
floor, and extend the length of the stair well. In stores 
where the stair well is in the center of the floor, away 
from the wall, many of them are enclosed on three sides 
with railing-high cases holding displays facing the 
stairs. The tops should be arranged to serve as an open- 
counter display for the first floor. These displays are 
important and must be kept attractive, because they 
serve as an invitation to the customer to visit the down- 
stairs store. 

While each store has its own problems of arrangement 
and must be treated individually, there are certain points 
that are common to all. Plans should carefully consider 














SIDE-LIGHTED RECESSES 


creating a feeling of spaciousness. The lines of the fix- 
tures, the colors and the lighting should all combine to 
make it easy for salespeople to sell and customers to 
inspect and buy. Low center counters, wide aisles, low 
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On the Candy Basket (right) two lines of tiny 
Chrome beads run gaily up and over the soaring 
arch of a basket-like handle, providing interesting 
contrast to the simple dignity of a shining, grace- 
ful 6144” tray. The Candy and Nut Server (left) 
is distinguished by the eccentric placement of two 
brightly enamelled metal handles, with smart, ser- 
rated lines running tangent to the flanged edge of 
the tray. Both of these intriguing creations are 
new originations of one of America’s oldest and 
largest chrome platers . . . both are destined for 
the tremendous public acceptance usually accorded 
Evercraft gifts . . . both are popularly priced . . . 
both are made expressly to bring you welcome 
profits! Be the first in your community to display 
and sell Evercraft’s NEW Candy Basket and 
Candy and Nut Server . . . rush your order NOW! 

No. 5181 Canny Basket (right) 

$5.40 per doz. Net 


No. 5180 Canny & Nur Server 
(left) $5.40 per doz. Net 





Spode Pink TOWER 


Send today for your FREE copy of the For generations, the people who have 





Evercraft Catalog of Chrome Gift 
Creations! 


‘The EVEREDY C- 


3 EAST STREET, FREDERICK, MARYLAND 
NEW YORK SHOWROOM: 225 FIFTH AVE. © CHICAGO: THE ZANGS CO., MERCHANDISE MART 


bought Spode are the people you would 


like to have as your customers. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave., New York 
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wall shelving and adequate lighting all help to create an 
effect of cheerful spaciousness. 

An important contribution to a broad vista is the use 
of curves, particularly on the center counters. Round 
cornered storage tables give a pleasing uncrowded ap- 
pearance because of the elimination of angles that stop 
the eye. Curves are also a great help in improving traffic 
circulation. Instead of making a continuous succession 
of hard, right-angled turns, the customer has an easy, 
curving path in any direction. A round or oval display 
counter in the space near the stair will not “hold back” 
the customer as an abrupt, squared-off table would. 

The wall shelving is best about seven feet high, using 
glass shelves above the counter level, and should be indi- 
rectly lighted, generally from overhead, the lights being 












































STOCK BENEATH CENTER TABLES 


concealed in the canopy top. In the layout suggested in 
the accompanying sketch, the wall space is divided be- 
tween shelving and display alcoves, the canopy top being 
continuous, with concealed overhead lighting for both 
alcoves and shelves. 

The shelving sections have storage counter bases, the 
alcoves are really show windows in which the displays 
are frequently made. This innovation is an adaptation 
of the recess or shadowbox display so popular in mod- 
ernized stores. They are assurance that the appearance 
of the downstairs store need never become monotonous. 
They can be given entirely new settings as often as de- 
sired. They can accommodate examples of table setting, 
gift groupings for brides and graduates, Christmas gift 
settings, a party shop or bridge shop—whatever the cur- 
rent need may be. 

When used for tall merchandise or a “window set- 
ting,” a low platform will serve as the window floor, 
and a background panel can be fastened to it without 
defacing the permanent back wall. For a table-high 
display attach legs and’a false front to the raised plat- 
form. Notice the provision for concealed strip lights at 
each side of the alcoves, in addition to the light from the 
canopy top overhead, thus assuring good illumination. 

Illumination should be planned to limelight the mer- 
chandise. For the center space semi-indirect ceiling 
units are good over the display counters. If additional 
lights are needed in a large room, matching units, com- 
pletely indirect, can be used. Ground glass panels carry- 
ing tube lights are good to avoid intense reflections from 
shiny merchandise. Mirror backs for the shelving, espe- 
cially where glassware is displayed, help to bring out 
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the beauty of the merchandise. In place of mirrors, 
panels of opal or sanded glass can be placed between the 
glass shelves and the wall, leaving space for hidden 
bulbs on a frame attached to the wall. Where glass 
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GLASS SHELVES BEFORE LUMINOUS PANEL 


shelves cannot be used, bright tones of pastel shades 
should be used for shelves and wall where the merchan- 
dise requires accent, while neutral shades should be used 
for colorful merchandise. 

The woodwork itself should be streamlined, and in a 
neutral color such as pastel gray, because this gives play 
to the color effects that are developed to set off the mer- 
chandise. Color should be used in place of dividers to 
separate merchandise groupings in the shelves. 

On the floor neutral gray linoleum can be used set off 
with stripe inlays or side borders in eggplant shade, 
which color should be repeated in the counter tops. This 
shade blends beautifully with the rose beige, cream, 
coral, pastel blue and soft yellow that are used in the 
various display and shelving sections. The side wall 
above the shelving should have a grayed-beige or other 
dull neutral tone a little deeper than the display colors. 
The ceiling should be light cream or white to reflect 
light. 

If you have a “pillar problem” try squaring them, 
then using a round counter, round glass shelving, and a 
round canopy top, with concealed lights. Notice that 
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A. B. ¢: 


A—CENTER AISLE TABLE. B—STOCK SHELVES. C—ESCALATOR-LINED 
STAIRWAY 





while this plan gives a great deal of effective display 
space, the use of counters under the shelves and for the 
center display affords generous stock room. If you are 
concerned about storage space in the basement, try plac- 
ing short shelves in rows parallel to each other and 
extending four to five feet from the wall. Between each 
two stationary shelves have a movable shelf on heavy 
ball-bearing castors, with a handle on one end to pull 
out when required. 

When you consider that such an attractive shop can be 
developed in space that is now producing no income, and 
that your new shop can be opened just in time for the 
wedding and graduation season, it may be a good thing 
to get busy right away. 











NORMA 


The Pencil of 


Tomorrow 






Illustrations 
three-fifths 
actual size. 





NOW 16 MODELS— 
from $1.50 up. 


Formerly this famous MULTIKOLOR PENCIL 
could be enjoyed only by the privileged few. 
But now NORMA announces an extended line 
which broadens the market and makes for quick 
turnover. 

Today there is a NORMA for every need... 
for every pocketbook. Improved manufacturing 
facilities enable us to offer a larger assortment 
of models with 2-COLORS, 3-COLORS and 
4-COLORS. Entirely American made. Expert 
workmanship. Finest materials. Mechanically 
perfect and fully guaranteed. 

Order a sample assortment ON MEMO. Con- 
vince yourself of the possibilities that the 
NORMA Line offers today. 





TWO-COLOR 102. Chrome Finish, black trim ....Retail $1.50 
NORMA 202 Pure INCO Monel Metal, not 
(black and RR "2,00 
red) 302 Yellow Rolled Gold Plate ... " 4.00 
302B Yellow Rolled Gold Plate ... " 4.00 | 
THREE-COLOR 103 Chrome Finish, black trim.... " 2.00 | 
NORMA *203 Pure INCO Monel Metal, not 
(black, red a Bards hoa . 2.50 
and blue) 303 Yellow Rolled Gold Plate.... " 4.50 
*303B Yellow Rolled Gold Plate, 
ee ae. ae - 4.50 
403 Sterling Silver .............. 1 6.50 | 
503 Finest Gold Filled Quality ... " 9.00 | 
FOUR-COLOR *104 Chrome Finish, black trim ... 2.50 | 
NORMA 204 Pure INCO Monel Metal, not 
(black, red, ee Berdic se Pakewhes's Pa 3.00 | 
blue and green} 304 Yellow Rolled Gold Plate .... " 5.00 | 
304B Yellow Rolled Gold Plate, 
a ae eee 5.00 | 
*404 Sterling Silver .............. _ 7.50 
*504 Finest Gold Filled Quality ... “ 10.00 
* Models illustrated above. 
| 
NORMA MULTIKOLOR, INC. | 
39 West 32nd Street | 
New York City 
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YOU CAN'T SAY THAT as 
(from page 50) 


announce at the start of the sale. 

Any sales described as “Insurance Adjusters,” “Bankrupt,” 
“Insolvency,” “Assignee’s,” “Receivers,” “Trustee’s,” ete, 
should be as represented and as indicated by such terms. 

In many localities all such sales are regulated by special 
statute or ordinance, auction laws, etc. 

In any such sales as mentioned above or in any sale based 
upon the purchase of stock of another concern, no other mer- 
chandise should be included in the advertisement without 
clear and prominent reference to such fact. In the event that 
any other merchandise is added, the merchandise in the store 
should be identified clearly. This applies also to the adver- 
tising of sales of furnishings of private estates or residences, 
whether by auction or otherwise. 

TIME LIMITS 


Time limited sales should be rigidly observed. All offers 
to purchase under the terms of the time limited sale, received 
after the expiration thereof, should be refused. “One Day 
Sale” means that merchandise is either taken off sale or re- 
verts to a higher price on the day following the sale. (See 
No. 200.) 

QUANTITIES 


Quantities of merchandise offered in a sale should be ac- 
curately given. “Million Dollar Sale” should mean that mer- 
chandise totaling a million dollars is offered at special prices. 
The quantity mentioned should be in the advertiser’s store, 
in his own warehouse, or in its own possession and immediately 
procurable, when the sale opens. 


ENTIRE STOCK 


In advertising “Entire Stock” no items should be withheld 
from sale unless a statement to that effect appears in the 
advertisement. 


“PRIVILEGE BUYING" UNDER FIRE 


HE most intensive drive in the country’s business 

history to eliminate so-called “special privilege buy- 
ing” is being planned by the American Retail Federa- 
tion, one member of which is the American National 
Retail Jewelers’ Association. This became known in 
New York through William J. Cheyney, Vice-President 
of the National Retail Furniture Association. 

The furniture association has been conducting a drive 
among its own members to stamp out special privilege 
buying by individuals. Now the campaign is to be under- 
taken on a nation-wide scale among all businesses af- 
fected. Cheyney estimated that retail jewelers lose from 
15 to 25 per cent.of their business through this buying. 

The total loss to all business is the huge sum of 
$1,500,000,000 per year, Cheyney declared. 

“More than 10,000 corporations and large firms have 
been led into a practice of purchasing for their employees 
or offering facilities for employee purchasing at discount 
prices,” he declared. “They have done this without stop- 
ping to realize that their 12 to 13 million workers, and 
the 20 to 30 million wives and children of their families 
constitute a buying block too large to expect to escape 
the normal costs of distribution.” 

He explained that the campaign will endeavor, through 
educational means, to convince the heads of corporations, 
both large and small, that it is uneconomic to allow their 
employees the purchasing facilities of the corporation for 
the buying of merchandise at a discount. 

The American Retail Federation represents seven na- 
tional retail associations and 25 state merchants’ associa- 
tions, with almost 200,000 member stores. National 
groups to join in the drive include not only the jewelry 
and furniture business, but the hardware trade, the Na- 
tional Retail Dry Goods Association and others. 
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New Jersey Legislature Votes 2nd-Hand Watch Control 


Nevada Passes Lien 


Act; Washington Has | 


2nd Hand Watch Law 


Enactment of a jewelers’ lien law 
in Nevada and of a_ second-hand 
watch regulatory sales act in New 
Jersey were highlights of state 
legislative activity during April. 
Washington’s Gov. Clarence D. Mar- 
tin signed a bill for a second-hand 
watch sales act previously approved 
by the legislature and the Jersey act 
was headed for signing. 

Lawmaking bodies of approximately 
half of the union’s 48 states continued 
in session during the month, grinding 
out legislation touching upon a _ wide 
variety of subjects in the jewelry and 
other fields. While a number of legis- 
latures had completed their work and 
adjourned, and some were nearing ad- 
journment of their sessions, others had 
hardly more than started serious study 
of the hundreds of bills introduced since 
mid-January. The Florida legislature 
convened in biennial session April 4, 
bringing to 44 the number of states 
where legislatures met this year. 

In the field of general legislation, or- 
ganized labor’s effort to gain enactment 
of state wage and hour laws to extend 
the scope of the National Fair Labor 
Standards Act of 1938 to intrastate 
commerce has thus far met with success 
in only one state—California. In several 
states such bills were defeated, while in 
others legislatures adjourned without 
taking action on the proposals. While 
several states still have wage-hour bils 
before their legislatures, it is unlikely 
that any of them will gain passage. 

North Carolina authorized a committee 
study of the question for the guidance 
of the next legislature. In Oklahoma, 
after state supreme court invalidation of 
provision of a state wage-hour law en- 
acted by the 1937 legislature applying 
to men and minors, the senate passed by 
a large majority a bill calling for out- 
right repeal of the act. House approval 
of the repealer, which was expected, 
would eliminate remaining provisions of 
the act applying to women. 

Failure of state legislatures to follow 
the national administration with mini- 
mum wage and maximum hour law is 
shown by legislative debate on the pro- 
posals to hinge upon two principal fac- 
tors: One, desire to await additional ex- 
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perience with operation of the federal 
law, and, two, growing public opposition 
to further restrictions upon business that 
would increase production costs and 
threaten a number of enterprises that 
might be obliged to shut down, creating 
additional unemployment. 

The following state-by-state summary 
brings up-to-date legislative action of 
particular interest to jewelers discussed 
in ‘T'ue Jeweters’ Crrcutar-Keystone for 
April, and treats also of proposals ad- 
vanced during the past month: 


California Amends 2nd Hand Law 


California—The house passed and sent 
to the senate a bill to amend the second- 
hand watch sale bill to provide a time 
limit for return of watch to the person 
from whom it was purchased. The mea- 
sure would declare that a watch would 
not be considered second-hand, in the 
meaning of the statute, if returned by 
the customer “within a period of one 
year from the date of the original sale.” 
Its chances of final approval were con- 
sidered more than favorable when, on 
April 14, the senate committee on gov- 
ernmental efficiency gave it a “do pass” 
recommendation. 





A house bill to establish a three-mem- 
ber board of horologists and place regu- 
lations on the practice of horology was 
still in the house committee on govern- 
mental efficiency and economy. A de- 
tailed summary of this bill was given in 
Tne Jeweters’ Crrcucar-Keystone for 
April. 

Delaware—Pending in the house com- 
mittee on judiciary and crime was a 
house bill seeking to provide a fair trade 
act, prohibiting sales of trade-marked 
products at less than minimum resale 
prices set by manufacturers. 

Illinois — Still pending in the house 
committee on license and miscellany was 
the watchmakers’ licensing bill intro- 
duced shortly after the legislature con- 
vened in January. No indication was 
given as to what the committee’s report 
would be. 


Bay State Licensing Nearer 


Massachusetts—House Bill No. 1559, 
for an act providing registration of 
watchmakers, was withdrawn from the 
committee on state administration on 
March 20, a week after a public hearing 
was held on the measure, and transferred 
to the senate where it was accepted three 








A proposal which, if enacted into law, 
would be one of the severest blows which 
the jewelry industry has suffered in many 
years has been introduced in the New York 
State Legislature and is briefly summarized 
in the legislative survey appearing on this 
page. 

Every jeweler, large or small, doing busi- 
ness anywhere in New York State would 
be affected by it. Under its provisions any- 
one, in order to receive jewclry on memo- 
randum, would be required to pay a license 
fee of $25 each and every year and also 
to post a standing bond for $10,000. 
That means every jeweler, because every 
jeweler at least occasionally finds it neces- 
sary to do b on mem d 

No one would be permitted to furnish 
goods on d pt to such 
license holders. This would result in fur- 
ther trouble, expense and delay to the 
jeweler in getting goods on memorandum 
because the wholesaler or manufacturer in 
self protection would have to verify the 
possession of such a license by the retailcr 
before he could safely make delivery. If 
for any reason goods were delivered on 
memorandum to anyone not a license holder, 
and such goods were lost or sold or hy- 
pothecated by any unauthorized person 
while in his possession, the law would pro- 
hibit the true owner of the jewelry from 
bringing any claim for recovery of the 
merchandise. 

Apparently powerful interests with strong 
political connections are hacking this bill 
and attempting to railroad it through quick- 
ly and quietly before the news of it be- 
comes public. 











New York State Jewelers—Afttention 


The bill was introduced by state Senator 
Pliny W. Williamsom on April 19. In con- 
trast to the usual legislative delays the bill 
was rushed through committees, repo 
out favorably to the senate and advanced 
to its third reading within one week. All 
this was done almost before the jewelry 
trade heard of it, and therefore before op- 
position had had time to organize and 
develop. 

Consequently, since the senate has heard 
no arguments in opposition to the bill, and 
since it has been favorably reported by 
the committee, it is likely to be. passed in 
very short order by the state senate and 
sent to the lower house for similar action. 

As it will undoubtedly have reached that 
stage by the time this appears in print, the 
jewelers’ committee which has been hastily 
formed in New York to fight the bill recom- 
mends that efforts to defeat it now be con- 
centrated upon the lower house and upon 
the governor to veto it if it shoald be 
passed by both houses of the legislature. 

Every jeweler is urged to wire or write 
immediately to his state assemblyman point- 
ing out the damage that this law would do 
to an established and honorable business, 
protesting against the placing of an unfair 
and discriminatory burden upon the jewelry 
trade, and urging that it be voted down. 

Similar letters to Governor Lehman set- 
ting forth the reasons why it should be 
vetoed if passed by the legislature should 
also be written. 

Time is short, and rich and powerfal in- 
terests are working hard to rush the 
measure through. Write or wire your as- 
semblyman today! 
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days later. ‘The measure, introduced at 
the request of the Massachusetts Horo- 
logical Association, was awaiting a vote. 

Michigan — The house committee on 
state affairs was still holding a house bill 
for a watchmakers’ examining and li- 
censing board. No indication was given 
as to when it would be reported from 
committee. 

Missouri—Following legislative killing 
of a bill for a fair trade act, the Con- 
sumers’ Association of Missouri has 
started circulation of initiative petitions 
for legislation authorizing establishment 

of minimum prices at which trade-marked 
' products may be sold. 


Petition for Licensing 


Nebraska—Fate of the watchmakers’ 
licensing bill was still in doubt in late 
April while the senate labor and public 
welfare committee, at whose hands sev- 
eral other regulatory measures were 
executed during the current session, de- 
bated its merits and demerits. 

C. W. Tiahrt, Omaha watchmaker who 
appeared at a committee hearing on the 
bill during the last week of March, em- 
phasized that there were no price fixing 
provisions in the measure, but that the 
question of price “is up to the men 
themselves.” Charles Stiastny, Lincoln, 
who explained he had been repairing 
watches for “just a little while,” or 54 
years by actual count, told of a western 
Nebraskan who had his watch “fixed” by 
a small town “fixer” who was also a vet- 
erinarian. “We are asking you to pro- 
tect yourself against these unqualified 
mechanics,” he told the committee. 
Charles Tucker, Lincoln, said that 40 
per cent of the watches that come into 
repair shops of qualified watch repairers 
were there because they previously had 
been poorly serviced. Petitions bearing 
1750 signatures of persons from all over 
the state asking passage of the bill were 
presented by Morris Yost, Omaha. 
Others who spoke in favor of the bill 
were Ralph C. Cotton, Lincoln; B. Q. 
Harris and Joe Burn, Omaha, and C. H. 
Bressler, Falls City. None were regis- 
tered against the measure. 

Nevada—The legislature approved and 
the governor signed a jewelers’ lien bill. 


New York Jewelers Menaced 


New York—A bill was introduced in 
the Senate which would require every one 
receiving jewelry on memorandum to ob- 
tain a local license at a fee of $25 a year 
and file a bond for $10,000. No one 
would be permitted to deliver any jew- 
elry on memorandum, except to the hold- 
er of such a license. If jewelry were 
delivered to an unlicensed person and 
sold or pledged as security for a loan 
by that person, the original seller would 
be estopped from asserting any claim 
for the recovery of the jewelry. The bill 
has been referred to the General Laws 
Committee. 

New Jersey—Assembly Bill 311 regu- 
lating the sale of second-hand watches 
was introduced in the Assembly Feb. 27 
and passed unanimously March 27. The 
senate passed it on April 24 without a 
dissenting vote. It is expected that the 
governor will sign it, making it effective 
in 30 days. 

Ohio—Senate and house watchmakers’ 
licensing bills, reviewed last month, were 
still in committee. 

Oklahoma—A_ watchmakers’ licensing 
bill has been introduced in the house, but 
it had not made progress towards pas- 
sage by late April. 





Oregon—A _ second-hand watch sales 
law died in the senate committee on in- 
dustries at the close of the session. A 
house bill to provide a watchmakers’ li- 


censing act failed to gain the approval 


of that body earlier in the session. 

Pennsyloania—A house bill would re- 
quire purchasers of old gold to retain 
the same for a period of not less than 
30 days. It was referred to the commit- 
tee on judiciary special. 


R. |. Bans Loss-Leaders 


Rhode Island—A house bill to create 
a state board of examiners and registra- 
tion in watchmaking and to regulate the 
practice of watchmaking was killed in 
committee. A “loss leader” bill, passed 
in the house of representatives April 4, 
was approved in the senate April 19 and 
sent to the Governor for signature. ‘The 
bill is similar to that recently introduced 
in New York, calling for a minimum 
markup of 2 per cent on _ wholesale 
prices to retailers and of 6 per cent on 
retail prices to consumers. The act is de- 
signed to prevent the sale of goods at 
prices at or below cost, the markups to 
apply to the invoice or replacement cost 
whichever is lower. 

Texas—House approval was given a 
fair trade bill, permitting manufacturers 
of trade-marked articles to fix minimum 
resale prices, after adoption of an 
amendment declaring that the bill should 
not be construed as a repeal or modifica- 
tion in any fashion of the anti-trust laws. 
Rejected before house passage was an 
amendment by which the state anti-trust 
law would have been modified to the ex- 
tent of the provisions of the act. ‘The 
adopted amendment is considered by 
many to have weakened the measure. It 
awaited senate action. 

Washington—Gov. Clarence D. Martin 
signed into law Senate Bill No. 300, 
which regulates the sale of second-hand 
watches. The measure had passed both 
houses of the legislature by substantial 
majorities. 

West Virginia—Gov. Homer A. Holt 
allowed a bill to prohibit use of any 
other trade mark on silverware, china- 
ware and glassware other than that put 
on by the manufacturer to become law 
without his signature, indicating he was 
not entirely in sympathy with the 
measure. 


Wisconsin May Extend Exemption 


Wisconsin—An attempt to repeal the 
state watchmakers’ licensing act appears 
doomed to failure as the assembly’s ju- 
diciary committee recommended indefi- 
nite postponement of a repeal bill. ‘The 
senate, meanwhile, passed and sent to 
the assembly a bill to amend the act by 
permitting practicing watchmakers to 
register without examination up to June 
30, 1939. Passed two years ago, it origi- 
nally provided that registration must be 
made within six months from the effec- 
tive date of the act. 

Following a public hearing, the senate 
judiciary committee reported without 
recommendation a bill to prohibit jewelry 
auctions between Dec. 1 and Dec. 26. In- 
troduced at the request of the Wisconsin 
Retail Jewelers Association, Walter D. 
Corrigan, Milwaukee, association coun- 
sel, told the committee: “Our main aim 
is to prevent the sale of fraudulent 
goods to the innocent public. That is 
why we wish to stop jewelry auctions 
around Christmas time when the public 
is generous with its money, and can be 
fooled easily.” 
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“Yhe public as well as the jewelers 
must be protected against swindlers, for 
the nature of the articles lends itself to 
deception, and the people find it hard to 
distinguish between real and fake 
jewelry,” said Erwin R. Fuchs, Milwau- 
kee, association president, who also ad- 
dressed the committee. 

An attack on the measure was made by 
John Bednarak, city of Milwaukee leg- 
islative counsel, who said, “If a man 
were hard pressed financially and needed 
to hold an auction more than once in 
two years, this law would prevent his 
doing so.” 

The senate judiciary committee fa- 
vorably reported a bil for a second-hand 
watch sales regulatory law. 





Nebraska Jewelers Convene 
With Watchmakers; Hastings 
Is Elected New President 


Omana, Nesr.—lIts best convention in 
recent years was held by the Nabraska 
R.J.A., in conjunction with the Horo- 
logical Association of Nebraska, April 
2 and 3, at the Hotel Fontenelle, here. 
It was the 34th annual meeting of the 
jewelers and the fifth annual session of 
the watchmakers. 

Motion pictures of the South African 
diamond mines, provided by the Gemo- 
logical Institute of America, were shown 
at a buffet supper Sunday evening. A 
bingo party, with plenty of awards, 
followed, in charge of Tune Safford, Kay 
Ross and Joe Bryne. 

An address on retail selling was made 
by Allen T. Hupp, secretary of the 
Omaha Retailers Association, at the 
Monday morning business session. M. 
Lombard, of the M. A. Lombard Co., 
Des Moines, Ia., spoke on the subject, 
“How Gem Stones Are Identified.” 
The session was opened by brief addresses 
by H. W. McDonald, Omaha, and Ed F. 
Bruce, Hastings, vice-president of the 
N.R.J.A. 

At the afternoon session Tinley L. 
Combs, regional vice-president of AN- 
RJA, and Oscar Homann, both of this 
city, gave reports of the national asso- 
ciation’s mid-year conclave at San Fran- 
cisco. “Retail Rackets,” was the topic 
of an interesting talk by Dwight L. 
Holmes, manager of the Omaha Better 
Business Bureau. A_ round-table dis- 
cussion of trade problems followed. 

The elections resulted as follows: E. F. 
Bruce, Hastings, president; A. T. Mar- 
tinson, Grand Island; E. Sartor, Lincoln; 
and Hjalmar Anderson, Fremont, vice- 
presidents; Charles J. Stiastny, Lincoln, 
secretary-treasurer, and executive com- 
mittemen. Oscar C. Homann, Omaha; 
Basil Boyd, Lincoln, and William T. 
Putters, Norfolk. 

The big Ku Ku banquet and party was 
held Monday evening, under the direction 
of the Ku Ku officers, King George 
Taylor, of the Ball Co.. Prince Joe 
Turner, of Bulova Watch Co., and 
Scratcher Clarence Bergman, of the Berg- 
man Co. 





RECOVER $16,000 LOSS 


Rosenthal-Kaplan Co., 15 Maiden Lane, 
New York, received a telegram on April 
26, from its representative, Arthur Feiss, 
in Peoria, Ill., to the effect that most of 
$16,000 worth of stock, largely mount- 
ings, which was stolen from Mr. Feiss 
in Peoria, on April 13, has been re- 
covered, and that an arrest has been 
made. 
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‘Stability’ Theme 
Of N.W.J.A. Meet 
At Boston June 7-8 


With a program replete with discus- 
sions, group meetings and addresses of 
interest to every section of the trade, 
the 82nd annual convention of the Na- 
tional Wholesale Jewelers’ Association 
will be held Wednesday and Thursday, 
June 7 and 8, at Hotel Statler, in 
Boston. 

Association members from Boston to 
Los Angeles and Seattle to Atlanta are 
scheduled to be on hand for the two-day 
business and entertainment program 
rapidly being welded into shape by 
President Arthur E. Manheimer, of 
Chicago. 

While no definite estimate of the num- 
ber of probable convention attenders 
was available, it was expected that this 
year’s meeting would compare favorably 
in drawing power with previous asso- 
ciation conventions. Final convention 
details are being completed this month 
on three fronts: the office of the presi- 
dent in Chicago; the office of Harold 
Alberts, an association vice-president in 
Boston, and the office of George A. 
Fernley, secretary, in Philadelphia. 

According to the tentative program, 
the convention will open with general 
sessions in both morning and afternoon 
of Wednesday, June 7, followed, in all 
probability, by the annual banquet Wed- 
nesday evening. 

Group meetings for the discussion of 
distribution problems in various lines are 
slated for Thursday morning, June 8. 
Lines for which meetings are scheduled 
include American and Swiss watches, 
clocks, jewelry card goods and rings, 
sterling silver and plated ware, watch 
materials and jewelers’ supplies. 
Thursday afternoon will be given over 
to reports of various committees, includ- 
ing those of the nominating and resolu- 
tions committees, and to committees 
which may result from discussions on the 
floor during the Wednesday morning and 
afternoon meetings. 

Following the committee reports, the 
business of the convention will be brought 
to a close by the annual election of offi- 
cers. 

“The Relation of Stability to the 
Wholesalers’ Net Profit” is to be the 
general theme for the general sessions 
during the first day of the convention, 
which will be keynoted in the morning by 
the annual address of President Man- 
heimer. 

Mr. Manheimer will speak on “The 
Manufacturers’ Responsibility to the 
Wholesaler” and will be followed by Mr. 
Fernley, who will present a report on 
“What the National Association Is Do- 
ing.” 

Wednesday afternoon, general com- 
mittee reports will be heard, including 
the reports of the committee on whole- 
saler-manufacturer relations and the 
committee on wholesaler-retailer rela- 
tions. 

The balance of the program is to be 
centered around the convention theme 
and is being designed with a view toward 
providing definite benefit for each asso- 
ciation member in attendance. Speak- 
ers, who now are being selected for the 
program, are to talk on topics related to 
the theme of the gathering. 

As in the case of past conventions of 
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The accompanying map shows in per cent how independent jewelry store sales during March, 1939, 








t 1938, 

ompared with the business in March, 1938. For the first time in 14 8 J ‘Ys 3 

a > exact—the volume represented e gain over the corresponding month of the previous year. a 
On the basis of detailed reports from 869 stores in 27 states, the t of done 


March 1939, was 4.3 cent ahead of that of March, 1938, and 8.3 per cent ahead of that of 
February, 1939. This An the eighth consecutive ‘month in which the volume of jewelry sales = 
climbed progressively closer to, and now has topped, the figures for the corresponding mont 
of the preceding year. 

’ ee ~ ‘lente and Wyoming are not disclosed because of an insufficient number of 
jewelers reporting in those states. Of the 25 states for which separate data are available, 18 regis- 
tered gains over March, 1938, ranging as high as 22.7 per cent in Georgia and 20 per cent in 
Oregon. Other outstandingly favorable comparisons with March, 1938, were noted in Florida, 18.8 
per cent; Washington, 17.7 per cent; S. Carolina, 9.7 per cent, and Alabama, 12.2 per cent. Recovery 
was especially apparent in the Pacific Northwest, the South Atlantic and the East North Central areas. 

March operations in the following cities are shown in comparison with the same month in 1938: 
Chicago, —9.6; Los Angeles, —0.2; St. Louis, +-9.8, and San Francisco, +5.0. 

The data upon which this report is based have been compiled by the Current Statistical Service of 
the Bureau of Foreign and Domestic Commerce, Washington, D. C. The combined volume of the 
reporting stores was $2,092,723 for March, 1939; $2,006,102 for March, 1938, and $1,931,907 for 
February, 1939. 
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others responsible for convention details. 

In connection with the arrival of the 
latter, the annual meeting of the asso- 
ciation executive committee has been 
scheduled for Tuesday evening, with 


the national wholesalers’ body, the Bos- 
ton session is expected to be not only 
of interest through the formal program, 
but to serve as a “clearing house” for 
information and new ideas in the whole- 
sale field through the friendly intercourse President Manheimer presiding over the 
of prominent wholesalers from every deliberations. 
section of the country. While the enter- ae 
tainment program still is in nebulous BOYSONS IN PARTNERSHIP 
stage, it was certain that suitable oppor- ‘ : 
tunities will present themselves to out- Lone Beacu, Cat.—Peter H. Boyson, 
of-town convention delegates for trips to who founded a jewelry business at Cedar 
historic points of interest in Boston and Rapids, Ia., in 1898, has formed a 
vicinity. partnership with his son, V. D. Boyson, 
Although the convention will not be to be known as the Boyson Jewelry Co., 
called to order until the morning of June at 215 Pine Ave., this city. The latter 
7, many of those planning to attend also has been with his father since 1931 in 
were planning to arrive in Boston the the capacity of store manager. The 
preceding evening. Included among elder Mr. Boyson is a director of the 
this group were association officials and | California RJ.A, 


85-D 














Pittsburgh Host | 
: Calendar of Coming Events 
To Convention of fen 
- 1-2 IIlinois R.J.A. Hotel Kaskaskia LaSalle 
U.H.A. May 14 17 1-2 Wisconsin’ R.JWA, | —, we eeeeiee 
7-8 --Del.-D.C. J.A. ord Baltimore Hote altimore 

PrrrssurcH — “The Giant Awakens,” 7-9 Tennessee Watchmakers & Jewelers Noel Hotel Nashville 
title of President B. W. Heald’s address, Assn. . 

: t Horol | Associati R It Hotel Pittsburgh 
will sound the key note of the fifth na- 23 te! Inatitute a pane nag alg Hote! Washington 
tional convention of the United Horo- 22-23 New York RJ.A. Hotel Syracuse Syracuse 
logical Association at the Roosevelt JUNE 
Hotel here May 14 through 17, in con- 
junction with the Horological Associa- 7-8 Natl. Wholesale Jewelers Assn. Hotel Statler Posten 
tion of Pennsylvania. The head of every <a an ag pong 
horological school and college in the na- 27-28 New Hampshire R.J.A. Wentworth-by-the-Sea Portsmouth 
tion is expected to attend, as well as y 
many other outstanding horologists. JUL 

From the convention, a delegation will 3l-Aug. 11 Chicago Gift Show Palmer House Chicago 
go to New York to spend three. days at AUGUST 
the World’s Fair, proceeding to Wash- ; 
ington, D. C., to attend the convention 21-25 New York-Philadelphia Gift Show She: toh Hotel seteddatatie 
of the Horological Institute of America, 28-Sept. a Retail Jewel- Waldorf-Astoria 
May 21-23. 

En route to and from here, Orville R. SEPTEMBER 
Hagans of Denver, national secretary, 17-20. National Association of Credit Hotel Sherman Chicago 
will visit watchmakers in Chicago, New Jewelers 
York, Washington, St. Louis, Kansas 


City, Topeka, Cheyenne, Portland, Ore., 
San Francisco, Los Angeles, Phoenix, 
Albuquerque, Santa Fe, and La Junta 
and Pueblo, Colo. 

The state program is slated for Sun- 
day, May 14, George Nieselion presiding. 
Howard Beehler of Hamilton Watch 
Co.; Secretary Hagans, William H. Sa- 
melius of Elgin Watchmakers College, 
and J. Freistadter of Waltham Watch 
Co. will speak. I. E. Bainstock will dis- 
cuss the proposed Pennsylvania watch- 
makers’ licensing act. 

The national program will get under 
way Monday afternoon, May 15, followed 
by evening talks by President Heald, 
Frank Foegler of Cincinnati, U.H.A. 
past president; William D. McNeil, New 
York, executive secretary of the Jewelry 
Industry Publicity Board; Mr. Beehler, 
and Dean George Wild of Bradley Poly- 
technic Institute. 

Interlarded between sessions Tuesday 
will be visits to Mellon’s $10,000,000 
Scientific Research Institute, the Stephen 
Foster Memorial and Jones & Laughlin 
Steel Co.’s $40,000,000 strip mill. Speak- 
ers that night will be Charles A. Braun, 
Weiser, Idaho; Charles T. Evans, A.N.- 
R.J.A. secretary; Mr. Freistadter, and 
President Heald. 

Wednesday morning the conventioneers 
will visit the H. J. Heinz Co., and hear 
addresses by F. A. Tinkler, E. R. Law- 
son of Elgin’s research department, and 
Mr. Samelius. Election of officers and 
selection of the 1940 convention city will 
transpire that afternoon, with the ban- 
quet and dance taking place in the eve- 
ning. Addresses are scheduled by John 
J. Bowman, director of Bowman Tech- 
nical School, Lancaster, Pa., and tech- 
nical editor of THe JEweters CrrcuLar- 
Keystone; Fred Gluck of Pittsburgh, 
and Leonard Heifer, president of the 
Western Pennsylvania R.J.A. 

The following firms will show exhibits: 
Elgin National Watch Co., Gruen Watch 
Co., Martin Gluck & Son, Hamilton 
Watch Co., Landaw Bros., C. & E. Mar- 
shall Co., M. A. Mead & Co., Ochiltree 
Electric Co., Henry Paulson Co., Wal- 
tham Watch Co., Samuel Weinhaus Co., 
and Westinghouse Electric Supply Co. 





Anton Hedin of the Hedin jewelry 
store in Delavan, N. Y., has left for a 
two-month visit to Sweden and Den- 
mark. 














Imposing Speakers’ List 
Announced for H.I.A. Meeting 
At Washington, May 21-23 


Wasuincton, D. C.—Honorary mem- 
bership certificates will be awarded at 
the Horological Institute of America’s 
18th annual meeting here May 21-23 to 
Maj. Paul Chamberlain, Newark ; 
J. Freidstadter, superintendent of the 
Walthan Watch Co.; Fred G. Gruen, of 
the Gruen Watch Co.; Louis Levin, pub- 
lisher of Horology; George P. Luckey, 
director of research, Hamilton Watch 
Co.; Paul Sollenberger, U. S. Naval Ob- 
servatory, and Frank Urie, director of 
research, Elgin National Watch Co. 

On Sunday, May 21, the certification 
committee and the advisory council will 
convene at the Roger Smith Hotel. Next 
morning, at the Academy of Science 
Building, there will be the address of 
President Harrison F. Babcock, Cleve- 
land, committee reports and presenta- 
tion of the honorary memberships. G. E. 
Shubrooks, chief chemist, Hamilton 
Watch Co.; Mr. Freistadter, Mr. Levin 
and B. W. Heald, president of the 
United Horological Association, will 
speak that afternoon, followed by dinner 
and entertainment. 

Speakers Tuesday morning, May 23, 
will be Mr. Urie, Mr. Sollenberger and 
Mr. Gruen. Reports of nominating and 
resolutions committees and elections of 
nine members of the advisory council are 
scheduled in the afternoon. 





Only Legitimate Retailers May 
Handle Toastmaster Products 


The McGraw Electric Co., manufac- 
turers of Toastmaster products, is mak- 
ing a determined drive to protect retail- 
ers from the unfair competition of indus- 
trial catalog houses. An announcement 
has been issued to Toastmaster distribu- 
tors forbidding the sale of any merchan- 
dise to mail order outlets who sell to 
consumers and prohibiting the furnishing 
of cuts or catalog material to such con- 
cerns. 

Discounts will be withdrawn, it is 
stated, from any distributor who sells 
Toastmaster merchandise either to a 
concern which, in turn, shows it in such 
a mail order catalog or which attempts 
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to sell outside of its regular and legiti- 
mate trading area. The McGraw Elec- 
tric Co., the bulletin concludes, sub- 
scribes 100 per cent to the movement to 
work with and through only legitimate 
retailers. 





DONAVAN & SEAMANS CELEBRATES 


Los AnceLtes—Established back in 1894 
when Los Angeles was almost a frontier 
town with only 50,000 people, Donavan 
& Seamans Co., 435 W. 7th, is receiving 
congratulatory messages from the trade 
on the occasion of its 45th birthday. 

“It has been our privilege to grow up 
with this magnificent city,” said James G. 
Donavan, Sr., president and founder. 





b 


James G. Donavan, Sr. 


“The site of our birthplace is now graced 
with the new city hall. Four times, the 
business has moved in keeping with the 
growth of the city. 

“There is satisfaction to have helped 
set the standard in past days, and when 
progress showed a newer and better way 
to seek that way and achieve new goals. 
To serve better and better, to rigidly 
maintain our high standard of quality, 
and by all our efforts and resources to 
give the patron worthy values—this is 
our pledge for the future.” 

Other officers of the company are: Mrs. 
N. C. Seamans, vice-president; Emil 
Shostrom, second vice-president; S. D. 
Seamans, secretary, and James G. Dona- 
van, Jr., treasurer and manager. 
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Pennsylvania R.J.A. 
Revived at Meeting 
In Harrisburg 


Harrissurc, Pa.—A revival of the 
Pennsylvania R.J.A., dormant a number 
of years, was effected at an enthusiastic 
meeting of Pennsylvania retailers with 
officers of ANRJA, April 20, here. 

Although the association has been in- 
active, its treasurer, William D. Pink- 
stone, Philadelphia, reported a balance 
of $244 in the treasury, which amount 
will be augmented by funds from the 
national association for receipts from 
Pennsylvania jewelers, which rightly be- 
long to the state association. This nest- 
egg, together with plans for organization 
and the enthusiasm evidenced at the 
meeting, indicate that the Pennsylvania 
association will again develop into one 
of the largest state groups. 

H. R. Rogalsky, Bradford, Pa., who 
was prevented from attending by illness, 
was contacted by long-distance tele- 
phone by a nominating committee com- 
posed of Wilson A. Streeter, Philadel- 
phia; Charles K. Boas, Harrisburg, and 
Paul D. Harbach, Reading, and ac- 
cepted the nomination as president, to 
which office he was elected. Others 
elected are: Rudolph H. Hirsch, Harris- 
burg, vice-president; Frank C. Bayer, 
York, secretary, and William D. Pink- 
stone, Philadelphia, treasurer, and Paul 
S. Hardy, of Hardy & Hayes, Pitts- 
burgh; S. Kurtz Zook, Lancaster; Paul 
D. Harbach, Reading; C. W. Appel, Al- 
lentown; Charles O. Heine, of William 
Gibbons Co., Philadelphia, and R. K. 
Jarooki, Erie, executive committee. 

Myron Everts, Dallas, Tex., national 
president, as principal speaker, talked 
on “Your Association and You,” after a 
luncheon. Other speakers were Mr. 
Streeter, a former vice-president of 
ANRJA, who outlined the Commercial 
Standards and the Stamping Acts. 

National Secretary Charles T. Evans 
discussed details of association activities 
and emphasized the importance of 
strong state associations in affiliation 
with a national. 

William D. McNeil, past president 
of ANRJA, and present executive sec- 
retary of the Jewelry Industry Pub- 
licity Board, was closely followed in a 
clear and intelligent interpretation of 
the work of the publicity board. 

Herman M. Hollander, Pittsburgh, le- 
gal counsel for the Retail Jewelers As- 
sociation of Western Pennsylvania, told 
of the progress made by that association 
in the few months since its organization. 
It is believed that a group of jewelers 
in the Philadelphia area, comparable to 
the Western Pennsylvania association, 
may be organized in the near future. 

The meeting was in charge of Presi- 
dent George A. Lyons, Philadelphia. 
Those in attendance were: Messrs. Pink- 
stone, Hirsch, Bayer, Streeter, Heine, 
Harbach, Hollander, Lyons, Boas, 
Everts, McNeil, Evans, Ellsworth G. 
Hoover, Harrisburg; Charles H. Shaff- 
ner, York; Louis L. Liachowitz, Ma- 
honey City; Arthur Schwemmer, Read- 
ing; A. W. Buela, Harrisburg; Roy W. 
Landis, Harrisburg; William H. Diller 

and Karl Schwemmer, Reading; W. F. 
Jaymes, Orbisonia, and L. H. Patter- 
son, of R. Wallace & Sons Mfg. Co., 
Wallingford, Conn. 
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HAMILTON WATCH CO. PLAYS HOST TO RESEARCH GROUP 





LANCASTER, PA.—Some of America's finest retail jewelry establishments are represented by these 
men, who constitute the Jewelers' Research Group, which met the week of April 10, at nearby Hershey, 
Pa., for the study of intimate problems of merchandising and store operation and for the exchange of 
valuable sales data. The Group was caught by the cameraman on the steps of the Hamilton Watch 
Co. here, on April 12, when they made a tour of the factory, and had the opportunity to confer with 
officials and division executives of the firm. 
The group was the first to be received officially by C. M. Kendig (front row in black overcoat) in his 
new role as president of Hamilton. 
A feature of the visit to the Red Rose city was a luncheon tendered to the delegates and their wives 
by the watch company at the Lancaster Country Club. The hosts were: F. C. Beckwith, chairman of the 
board of directors; President Kendig; C. C. Smith, new vice-president; G. P. Luckey, factory manager; 
R. M. Kant, sales manager; R. Waddell, director of advertising; Henry Vermot, director of styling; 
: R. J. Gunder, dealer service manager; and Paul Seibel, district sales manager. 

Included in the Group delegation were: Myron Everts, president of A.N.R.J.A., representing Arthur A. 
Everts, Dallas, Texas; S. S. Smith, Bagley & Co., Duluth, Minn.; C. 1. Josephson, C. |. Josephson Co., 
Moline, Ill.; J. L. Dougherty, J. B. Hudson Co., Minneapolis, Minn.; S$. Joseph, S. Josepht & Son, Des 
Moines, lowa; Oscar Homann, C. B. Brown Co., Omaha, Nebraska; Walter B. Jaccard, Jaccard 
Jewelry Co., Kansas City, Mo.; Henry Hausmann, Hausmann Inc., New Orleans, La.; Wilson A. 
Streeter, Bailey, Banks & Biddle, Philadelphia; Edward F. Wright and Percy K. Loud, Wright-Kay Co., 
Detroit; Paul Hardy, Hardy & Hayes Co., Pittsburgh; W. G. Thurber, Tilden-Thurber Co., Providence, 
R. |.; Mr. Vogt, Hess-Culbertson Co., St. Louis, Mo.; E. Herschede, Herschede Co., Cincinnati, Ohio; 
Robert Bromberg, Bromberg & Co., Birmingham, Ala.; H. Maier, Jr., Maier & Berkele Inc., Atlanta, 
» Ga., and Henry and Victor Birks of Henry Birks and Sons, Ltd., Montreal, Canada. 

ward F. Wright was elected to the presidency o Research Group and Burton Joseph was named 

secretary. 








J. Horowitz & Son and 
Croton Watch Co. Move Uptown 


Another of the old time firms has 
moved from Maiden Lane, New York, 
to the newer uptown jewelry district. 
On May 3, J. Horowitz & Son, with their 
associated concern, the Croton Watch 
Co., transferred their offices from 23 
Maiden Lane, where they have been lo- 
cated since 1935, to new quarters on the 
sixth floor at 48 W. 48th St., where they 
will occupy approximately three times 
the amount of space. 

This well known concern was estab- 
lished 61 years ago by Jacob Horowitz, 
who came to this country from Hungary 
and in 1878 opened a diamond and jew- 
elry business at 418 Grand St. In 1891 
the growth of the business necessitated 
a move to larger quarters at 16 Nassau 
St. It was while the concern was in this 
location that its present owner, William 
C. Horowitz, son of the founder, joined 
the company, starting at the bottom of 
the ladder. 

In 1900 business growth again neces- 
sitated larger space and the concern 
moved to 14 Maiden Lane. It was dur- 
ing the period that they were located 
there that Harold I. Horowitz, son of 
the present owner and grandson of the 
founder, began work for the company 
in 1929. In 1935, continually increasing 
business made still another move neces- 
sary—this time to 23 Maiden Lane, from 
where the company is now moving to its 
new uptown quarters. 


300 Attend Annual Dinner 
Of Sansom St. Association 


PuiapeLpHia—The 27th annual ban- 
quet of the Sansom Street Business 
Men’s Association, held April 27, at the 
Warwick Hotel, was attended by about 
300 members and invited guests. Prin- 
cipal speakers were James P. McGran- 
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ery, Congressman for the Second Phila- 
delphia district, and Charles H. Grake- 
low, president of the Poor Richard Club, 
Philadelphia advertising men’s associa- 
tion. Honored guests were James S. 
Walsh, secretary of the Philadelphia 
Merchants Association; David E. Tries- 
ter, past president of the United Busi- 
ness Men’s Association, and Charles J. 
Weiss. Charles Deisinger was the toast- 
master. The address of welcome was 
made by Samuel Lashof, the president. 

Joseph Milner, as chairman of the 
banquet committee, was ably assisted by 
Isaac Shifren, Harry Leibowitz, David 
Jacoby, John M. J. Costello, Harry Gor- 
don, Alex Lopatin, Edward S. Pelling, 
Robert Shifren and Michael Orloff. 

A floor show and dancing were en- 
joyed. 





First Retailers’ Forum to Meet 
May 22-23 at Washington 


Wasuincton — The American Retail 
Federation has announced that President 
Roosevelt will speak at the Federation’s 
banquet on Monday, May 22, when the 
first retailers national forum, sponsored 
by ARF, convenes in Washington to 
permit retailers in all fields to discuss 
common problems. 

Other speakers who have been engaged 
are: Henry A. Wallace, Secretary of 
Agriculture; Gen. Robert E. Wood, Chi- 
cago, chairman of the board of directors 
of Sears, Roebuck & Co.; Sen. Joseph C. 
O’Mahoney, Wyoming, chairman of the 
Temporary National Economic Commit- 
tee; Edgar J. Kaufmann, Pittsburgh, 
president of Kaufmann Department 
Stores, Inc.; Dr. John M. Cassels of 
Columbia, Missouri, Director of the In- 
stitute for Consumer Education at 
Stephens College, and Dr. Beardsley 
Ruml, New York, treasurer of R. H. 
Macy & Co. and member of the National 
Resource Committee. 
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North Carolina and 
Virginia Jewelers 


Hold Joint Meeting 


Winston-Satem, N. C.—An excellent 
speaking program featured the joint an- 
nual convention of the North Carolina 
and Virginia R.J.A.’s, at the Robert E. 
Lee Hotel, April 23-25. 

Sunday was given over to social fellow- 
ship, with a tour of the city, a vesper 
service and a Dutch supper in honor of 
the traveling men and factory repre- 
sentatives. 

Dr. Howard E. Rondthaler, president 
of Salem College, this city, made the 
welcoming address, Monday morning. 
Alvin Magnon, Tampa, Fla., regional 
vice-president of ANRJA, spoke in be- 
half of the association and the work 
being performed by the Jewelry Industry 
Publicity Board. 

“You can’t plan ahead unless you have 
a plan in your head,” said P. M. Fahren- 
dorf, president of Tue Jeweters’ Cimcu- 
tar-KeEyYsTone, in an address in which he 
urged jewelers to revise their thinking 
in their merchandising, in line with pres- 
ent-day trends. “The ever-changing 
course of business,” he said, “is due to 
the constant change in the mental atti- 
tude of buyers. This, in turn, is due to 
the constant change in economic, political 
and social conditions that affect desires 
of buying capacity. Take heed of the 
business conditions of today—the drift 
of public sentiment and its response to 
merchandising appeal. You may have 
to scrap business practices and ideas 
that you’ve cherished in the past; also 
types of merchandise to which you’ve 
been wedded, but if they no longer mark 
the channel of business progress seek out 
those that do and follow them on the 
road to success. 

“The man who has experience only, 
classed as the ‘old timer,’ may be headed 
for the boneyard if he has not, in his 
organization, someone, preferably him- 
self, whose thinking is not hampered by 
too much experince, who has a plan in 
his head, and who is planning ahead ac- 
cordingly.” 

Paul Monohon, of Krementz & Co., 
Newark, N. J., another speaker on the 
morning program, gave one of the in- 
spiring, straight-from-the-shoulder talks 
for which he is widely known in this 
trade. 

After a trip through the R. J. Rey- 
nolds tobacco factories, Monday after- 
noon, a clinic of the Virginia group of 
Gemological students was held under the 
direction of Arnold Schiffman, of Greens- 
boro, N. C., assisted by George Barclay 
of Newport News, Va., and Harold Se- 
burn, Greensboro, N. C. A banquet was 
held in the evening. 

Arnold L. Skinner, of the Market Data 
Section of the U. S. Department of Com- 
merce gave information gleaned from 
the first comprehensive study of retail 
sales and inventories undertaken by the 
Bureau. He said: 

“The study for jewelry stores, based 
upon 692 firms that reported both sales 
and inventories, showed that the 1938 
sales declined 10.6 per cent while cost 
inventories on hand at the end of the 
year declined 3 per cent from those on 
hand at the close of 1937. 

“The ratio of net sales to cost inven- 
tories from 1938 was 1.9. The ratio of 
net sales to inventories is significant be- 
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JAMES KINGMAN 





Jeweler from 15th year 


Bosron—James Kingman, one of the 
most important figures in the New Eng- 
land jewelry trade, died suddenly on 
April 3, at his home, in Newton High- 
lands, in his 75th year. 

Associated with Smith-Patterson Co., 
Boston retailers, for 33 years, Mr. King- 
man was vice-president and secretary 
at the time of his death. At the age of 
15 he worked for Bigelow-Kennard Co., 
and later was a partner in Foster & 
Co., prior to joining Smith-Patterson. 

Mr. Kingman, who was keenly inter- 
ested in every movement for trade better- 
ment, had been president of the Massa- 
chusetts-Rhode Island R.J.A. and the 
Boston Jewelers Club. He was an asso- 
ciate member of the American Gem So- 
ciety. Besides his membership in various 
business organizations, Mr. Kingman be- 
longed to the Boston City Club, the Reci- 
procity Club, the Highland Glee Club, 
the Masons, and the Unitarian Church. 

His funeral on April 5, at the Newton 
Centre Unitarian church, was largely 
attended by delegations from all branches 
of the jewelry trade. 








cause it is indicative of inventory turn- 
overs by states and regions. 

“The general trend in sales declines 
was that the smaller stores showed the 
smallest declines, while the larger volume 
stores showed the greatest declines.” 

John S. O’Connell, vice-president and 
sales manager of the Towle Mfg. Co., 
Newburyport, Mass., in an address on 
“How to Get More Sterling Business,” 
touched briefly on bootlegging of silver. 
He urged the jewelers to hold to a 
minimum accommodation between jew- 
elers as one means of alleviating this 
situation. Harry T. Davis, director of 
the North Carolina State Museum, gave 
an interesting talk on North Carolina 
gems and gem material. 

The elections resulted as follows: 

Virginia—Harry George, Jr., Char- 
lottesville, president; C. F. Lauterbach, 
Petersburg, Ist v.-p.; T. W. Johns, Bris- 
tol, 2nd v.-p.; R. A. Burton, Jr., Rich- 
mond, Va., 3rd v.-p.; H. N. Cloutier, 
Waynesboro, secretary-treasurer. The 
executive committee also includes John 
Kohler, 2nd, Richmond; M. R. D. Brown, 
Danville; F. L. Moose, Roanoke, and 
George Barclay, Newport News. 

North Carolina—Ernest Neiman, Ra- 
leigh, president; Duffie Bruns, Charlotte, 
Ist v.-p.; William G. Frasier, Durham, 
2nd v.-p.; William Godwin, Henderson, 
3rd v.-p., and James J. Fox, Rockingham, 
secretary-treasurer. Norman Ingle, Sal- 
isbury, and Pete Neese, Burlington, were 
also named to the executive committee. 

It was decided to hold next year’s joint 
meeting in Roanoke, Va. 
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Empire State Watchmakers Meet 
At Rochester; Will Seek 
Licensing Act in 1940 


Rocuestrer, N. Y.—Time out till 1940 
on the campaign for a New York State 
law licensing watchmakers was sounded 
at the first annual convention of the New 
York State Watchmakers Association 
here April 16 and 17. 

Decision to delay the drive was taken 
on advice of Assemblyman Abraham 
Schulman, who declared sentiment at 
present is so against further governmen- 
tal regulation of business that a licens- 
ing bill would fail to pass. 

Miles E. Pooler, Rochester, was re- 
elected president, defeating John De- 
Vogel, Albany, who was elected secretary 
to succeed R. A. Gutfrucht of this city. 
A. J. Grohs, Buffalo, was reelected vice- 
president and J. L. Roehrich, New York, 
was named treasurer. 

So earnest was debate on provisions 
of the new constitution that the matter 
of affiliation with the United Horologi- 
cal Association was not discussed. M. J. 
Schwartz, New York, was chairman of a 
committee of five that worked all day 
Sunday, April 16, on the by-laws and 
constitution and reported Monday morn- 
ing. Mr. Roehrich headed the nomina- 
tions committee. 

Sessions were held both days, with 
delegates representing guilds and soci- 
eties in Buffalo, Rochester, Elmira, Syr- 
acuse, Utica, Albany and New York. 
More than 250 delegates and visitors reg- 
istered. Speakers included Dr. L. A. 
Wilson, of the state educational depart- 
ment, and Howard L. Beehler, of Hamil- 
ton Watch Co., who spoke on counter- 
poise. 





BULOVA TO RADIO CITY 


Bulova Watch Co., on May 1, took 
possession of handsome new air-condi- 
tioned quarters on the entire 37th floor 
of the International Building, Rocke- 
feller Center, New York, under a long- 
term lease. John H. Ballard, president, 
announced that the move from 580 Fifth 
Ave., where the firm had been for 11 
years, was necessitated by a need for 
more space to accomodate growing trade. 

The company, organized in 1875 by 
Joseph Bulova, has factories at Wood- 
side, L. I., Providence, R. I., Waltham, 
Mass., Sag Harbor, N. Y., and Bienne, 
Switzerland. Sales offices are located in 
leading cities the world over. 





CREDIT JEWELERS MEET 


PHiLapELPHIA—A small group of credit 
jewelers, news representatives and ad- 
vertising men attended a clinic on adver- 
tising called by the local Better Business 
Bureau, on April 11, at the Bankers & 
Mfgs. Club, as a result of which a ro- 
tating committee will function in the 
interest of clean and sound advertising. 
The speakers were William Wagner, ex- 
ecutive secretary of the Associated Credit 
Jewelers of New York and New Jersey; 
Harold A. Stretch, advertising director 
of the Philadelphia “Inquirer,” and Hugh 
Smith, manager of the B.B.B. 
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Successful G. I. A. Conclaves Are Held at Boston, Chicago 


Keenest Interest 
Distinguishes Both 
4-Day Sessions 


Boston—Exceptionally keen interest on 
the part of attending members, and note- 
worthy discussions by thoroughly quali- 
fied speakers characterized the second 
annual concalve of the Eastern Division 
of the American Gem Society held at the 
Copley-Plaza Hotel, April 15 to 18. 
Hosts to the conclave were the Central 
New England Guild officered by John S. 
Kennard, of Hodgson, Kennard & Co., 
president; Henry A. Stevenson, of the 
Thomas Long Co., vice-president ; Samuel 
J. Tyack, of Shreve, Crump & Low Co., 
treasurer; Ella J. Bird, of Needham, 
Mass., secretary, and Dr. Edward Wig- 
glesworth, director of the Boston Mu- 
seum of Natural History, educational 
director. 

The conclave was attended by two ex- 
ceptionally distinguished guests, George 
C. Brock, chairman of the board of gov- 
ernors of the G.I.A., who was enroute to 
Europe, and Dr. E. Gubelin of Lucerne, 
Switzerland, who holds a doctorate of 
Natural History in Mineralogy from the 
University of Zurich. Dr. Gubelin has 
done much special work on gems and 
pearls with Prof. Schossmachen of the 
University of Koenigsburg and Prof. 
Michel of Vienna, and one of his main 
reasons for visiting in America is to pur- 
sue his studies still further with the 
American Gem Society and the Gemo- 
logical Institute of America. 

The first day of the conclave was given 
over to the work of advanced students 
for whom two extended laboratory pe- 
riods were conducted with meetings in 
the evening of committees and officers of 
the society. 

The general conclave opened Sunday 
morning, April 16, with lectures by 
Robert Shipley, educational director of 
the Gemological Institute of America, 
Dr. Wigglesworth, educational director of 
the New England Guild, followed by a 
luncheon at which various committees 
drew up recommendations for society ac- 
tivities that were presented to the general 
business meeting of the society in the 
evening. 

The complete program of the events 
of the three days follows: 


SATURDAY, APRIL 15 


10-12:30 P.M.—Laboratory periods for advanced 
students. 
P.M.—Meetings of national and international 
committees, divisional and regional guild offi- 
cers, and officers of temporary committees. 


SUNDAY, APRIL 16 


9-10:30 A.M.—Registration. 
10:30 A.M.—Opening of the conclave. 
10:30-12 M.—Introduction of instructors, speak- 
ers and guests. 
Lectures: Recent Developments in Gemology, 
Robert Shipley, Jr.; The Theory and Prac 
tice of Gem-Stone Identifications, Edward 
Wigglesworth, C.G. 
12-1:30 P.M.—Committees meet at luncheon. 
:30-5:30 P.M.—Lectures: The Loupe in Gem- 
Stone Identification—Characteristic Inclusions 
in Gem Minerals, Jerome B. Wiss, C.G.; 
Double Refraction, The Use of the Polari- 
scope and of the Dichroscope, Henry Steven- 
son, C.G. 
Laboratory period. 
7:15-9:30 P.M.—Business meeting. 


MONDAY, APRIL 17 


9-12 M.—Motion Pictures: Gem Mining and 
Pearl Diving in India. 
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1:30-6 P.M.—Lectures: The Refractometer, its 
Applications in Gem-Stone Identification, 
Samuel J. Tyack, C.G.; The Determination 
of Specific Gravity, F. Forest Davidson, C.G. 
Laboratory period. 

7:30-9:30 P.M.—“Open house’ to jewelers in 

Boston area. 
Lecture: Precious Metals in the Retail Jew- 
elry Trade, H. Niemeyer, president of 
Handy & Harman and chairman of the Jew- 
elers’ Vigilance Committee. 


TUESDAY, APRIL 18 


9-12 M.—Motion Picture: The Recovery of 
Diamonds from the Blue Ground at the De 
Beers Mines, South Africa, with lecture by 
H. T. Dickinson, technical adviser, DeBeers 
Consolidated Mines, Johannesburg. 
Lectures: Gemological Microscopes, The Dia- 
mondscope in Particular, John S. Kennard, 
C.G.; Recent Research in Diamond Grading, 
Robert M. Shipley. 

Laboratory period. 

-3 P.M.—Laboratory period. 

-5 P.M.—Visit to the Boston Museum of 
Natural History. 

Especially noteworthy was the open 
house to jewelers in the Boston area on 
Monday evening which was attended by 
some 200 people in the trade in spite of 
the inclement weather. Those who at- 
tended were rewarded by an informative 
and inspiring talk by G. H. Niemeyer, 
president of Handy & Harman, on pre- 
cious metals in the jewelry trade, and 
present day jewelry merchandising meth- 
ods and by a showing of a remarkable 
motion picture portraying the mining 
and recovery of diamonds from the blue 
ground at the DeBeers Mines in South 
Africa. The picture was shown again 
the following morning to students at- 
tending the conclave, accompanied by an 
explanatory lecture by H. T. Dickinson, 
technical adviser of the DeBeers Con- 
solidated Mines and a director of De- 
Beers and of the Diamond Corp. 

Mr. Dickinson presented an_illumi- 
nating discussion of the genesis of the 
diamond, the mining and recovery of 
diamonds from volcanic pipes and from 
alluvial deposits, presented data as to 
the comparative quantities of diamonds 
from various sources and described the 
marketing of diamonds from mine to con- 
sumer with the structure and function 
of the producing and primary marketing 
units. His talk was followed with intense 
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He: “I love your ruby lips, your golden hair, 
your pearly teeth, your sapphire eyes. You're 
the only girl in the world for me!” 

She: “Yes, but where’s the diamond ring?” 
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interest by attending students and the 
open question forum at the close of the 
lecture was participated in and keen] 
followed by the entire attendance. ' 

At the business meeting of the society, 
Newark, N. J., was chosen as the con- 
vention city for 1940 and the followin 
officers of the Eastern Division of the 
American Gem Society were elected: 
President, John S. Kennard, Hodgson, 
Kennard & Co., Boston; vice-president, 
Lovell Baker, Henry Birks & Sons, Ltd, 
Montreal; secretary, Jerome Wiss, Wiss 
Sons, Inc., Newark, and treasurer, Wm. 
H. Wright, Galt & Bro., Inc., Washing- 
ton, D. C. 

A gem-testing contest among Certified 
Gemologists and Junior Gemologists was 
held, which extended through the four 
days of the conclave. Those who had 
attended the post-graduate sessions in 
the Gemological Institute laboratories at 
Los Angeles were barred. The contest 
was won by Henry A. Stevenson of 
Thomas Long Co., Boston. 





Cuicaco—The Stevens Hotel was the 
scene of concentrated gem study and 
animated discussion April 22 through 25, 
when the Central-South Central Ameri- 
can Gem Society conclave met in annual 
session. These sessions occurred too late 
for detailed reporting in this month’s 
J.C.-K. The program follows: 


SATURDAY, APRIL 22 


ass M.—Laboratory for advanced students 

only. 

1-4 P.M.—‘‘Specific Gravity Determination b 
Means of Heavy Liquids,” Lieut. H. 
Wilson, U.S.N., Philadelphia. ‘‘Determina- 
tion of Optic Character by Means of Hand 
Polariscope,’ Harold I. Rosencrans, C.G., 
Longmont, Colo. 

4-7 P.M.—Meetings of natiqnal and interna- 
tional committees, guild officers, and officers 
of temporary committees. 


SUNDAY, APRIL 23 


9-10:30 A.M.—Registration. Study of exhibits. 

10:30 A.M.—Opening of conclave. 

10:30-12 M.—JIntroduction of instructors, 
speakers, guests. Lectures: “Recent Develop- 
ments in Gemology,” Robert Shipley Jr. “The 
Theory and Practice of Gem-Stone Identifica- 
tion,’ Martin R. Mager, Jackson, Mich. 

12-1:30 P.M.—Committee luncheons. 

1:30-5:30 P.M.—Lectures: “The Loupe in 

Stone Identificztion,” Robert Shipley Jr. 

“Double Refraction,”” Harold I. Rosencrans, 

C.G., Longmont, Colo. Laboratory: Identifica- 

tion of unknown stones under supervision of 

Certified Gemologists and advanced students. 

:15-9:30 P.M.—Business meetings. 


MONDAY, APRIL 24 


:30-11:30 A.M.—Lectures: ‘‘Importance of 
Crystal Structure to Diamond Cutting,’ Dr. 
E. H. Kraus, Univ. of Michigan, co-author of 
Gems & Gem Materials. 

.00-6 P.M.—Lectures: ‘The Refractometer,” 
‘Nolte C. Ament, C.G., Louisville, Ky.; “De- 
termination of Specific Gravity,” Martin R. 
Mager, Jackson, Mich.; Laboratory: Practice 
identification of stones, including imitations, 
assembled stones, and synthetics. 

:30-9:30 P.M.—Lectures: “Precious Metals in 
the Retail Jewelry Trade,” G. H. Niemeyer, 
president Handy & Harman Co. and chairman 
Jewelers Vigilance Committee. Motion Pic 
tures in Color: Manufacture of Flatware and 
Hollow-Ware, Making of Sterling Silver at 
Handy & Harman plant. 


TUESDAY, APRIL 25 


9-12 M.—Motion Picture: Recovery of Dia 
monds from Blue Ground at DeBeers Mines; 
Lectures: ‘‘Gemological Microscopes,” Nolte 
C. Ament; ‘Recent Research in Diamond 
Grading,” Robert M. Shipley. Laboratory: 
Diamond grading and further practice on 
identification of stones. ; 
:30-3 P.M.—Laboratory: Completion of identi- 
fication of unknown stones. Special instruc- 
tion. 

-5 P.M.—Visit to Field Museum of Natural 
History under direction of Dr. A. J. Walcott, 
museum mineralogist. 
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Here Is the Other Side 


[Editor's Note: While the views of 
this journal are diametrically-opposed 
to the opinions set forth by the writer 
of the following communication, as evi- 
denced in previous editorials on the sub- 
iect of watchmaker licensing, this is 
printed as an expression of the element 
opposed to licensing. | 


Editor, JeweLers’ CrrcuLar-KeysTone: 

There is today going forward on a national 
scale an energetic campaign for the passage in 
the various states of laws for the licensing of 
watchmakers and regulation by the state of the 
conduct of the watchmaking trade. The argu- 
ments offered in support of the necessity for 
the law contain much ambitious statement some 
of which borders on the actually fallacious. The 
claims of some writers that the administration 
of anesthetics depends, in a life and death 
manner, upon the watchmaker’s skill, is illus- 
trative of the above fact. The attempts of 
writers in favor of the program to place the 
watchmaker in a professional status on a level 
with the medical doctor is further illustration 
of these ambitious claims. The fact is, the 
watchmaker is a simple mechanic practiced in 
a time-honored trade, skilled in the care and 
adjustment of a rather delicate machine. He is 
not a learned doctor entrusted with the con- 
fidences of our lives. 

Great ships today depend largely upon the 
modern radio compass for their safety thus de- 
priving the watchmaker of much of his former 
prestige in the field of the ship chronometer. 
The railroads find the average watchmaker 
satisfactory in the care of watches carried by 
the railroad employees. As this is about the 
most urgent case for watch accuracy today 
there seems that there is little excuse for at- 
tempting to improve the watchmaker’s proficiency 
through state licensing. 

The watchmaker is flattered into support of 
the program of state licensing by those parties 
promoting such schemes. He is told that his 
trade is of professional status comparable with 
the medical man. He is flattered concerning 
his personal proficiency as compared with others 
in his trade. He is encouraged in the opinion 
that most others practicing the trade should 
be plumbers, butchers, carpenters, blacksmiths 
or anything but watchmakers. In this manner 
the watchmaker is led to great concern for the 
value that the customer gets for his money when 
paying for watch repairs by these other watch- 
makers. If anyone can get more concientious 
service for his money than can be had from the 
average watchmaker I wish to be shown where. 

The watchmaker is today sitting on top of 
the world as compared with some other kinds 
of tradesmen. The plumber, the electrician and 
other lines of trades find themselves harrassed 
with regulations, fees, and licensing no end. 
The watchmaker is today free to go where he 
pleases to work and if he chooses establish a 
business of his own. This he will not be so 
free to do if he has to run the gauntlet of 
jealous state boards interested in curbing com- 
petition. Even the foregoing is not the greatest 
hazard that is the watchmaker’s in following 
this program for state licensing. He should 
be suspicious of such an energetic campaign of 
national scope. This is especially so in face of 
the fact of the notable lack of any previous 
cohesive watchmaker organization. Any con- 
siderable lessening of the numbers of practicing 
watchmakers would an asset of great im- 
portance to the watch manufacturer in the sale 
of watches. The present status of any individual 
watchmaker would not necessarily insure him 
of continued practice under state licensing. 
Ethical trade practices could take care of that. 
With fewer watchmakers to fix watches the 
high price of watch repairing would make 
the purchase of a new watch most attractive. 
From this it would be only a step to the estab- 
lishment of factory repair branches in the 
larger towns and cities. As watches are largely 
produced in the factories with unskilled piece- 
labor by girls the repairing would be done in 
these factory branches in like manner. Watch 
rénairing in these factorv branches would not 
only be expensive, as all factory repairing is 
even today. but competitive makes could be 
eliminated from the market. 

It behooves the watchmaker to disillusion 
himself and take stock of his present good 
fortune in life. If he allows the politician and 
the monopolist to enmesh him he will live to 
regret this folly. 


(Signed) L. W. Jounson, 
Jehnson Clock Co.. 
Miami, Fla. 
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Editor, Jewevers’ Crrcutar-Keysronr: 

In the February issue of Jewerers’ 
Circutar-KeysTone, on page 133, I was 
interested in reading the answer to ques- 
tion No. 5179. This answer seemed to 
me to omit one of the most important 
points mentioned in the question. The 
fact that the blackening occurred only 
when both the rings were worn on the 
same finger indicates to me that the dis- 
coloration is the result of an electrolytic 
action between the two rings. Even 
though the rings are of the same karat, 
it is possible to have an electrolytic ac- 
tion due to a slight amount of segrega- 
tion in the alloy or to an actual differ- 
ence in the percentage of non-precious 
metals. 

The intermittent contact of the rings 
on the same finger would be an ideal 
condition for the make and break of an 
electric current between the two objects, 
thereby increasing the tendency for dis- 
coloration. 

I would almost be willing to predict 
that the discoloration under one of the 
rings would be greater than under the 
other. 

(signed) Joun S. SHELL, 
Director of research and development, 
Thomas J. Dee & Co. 





Latest Issue of Design 
Publication Is Off the Press 


Designs for more than 400 articles of 
jewelry, watch cases, powder boxes, and 
other accessories and novelties comprise 
the third edition of lOfficiel de la Bijou- 
terie et Accessoires, jewelry style publi- 
cation issued in Paris by I. H. Lapidus, 
a veteran of long experience in jewelry 
styling, in association with G. Chaumier, 
president of the Paris Board of Trade 
for Fancy Jewelry of All Kinds and 
Allied Industries. 

Much attention is given to flower and 
plant jewelry, for diamonds and _ plati- 
num and also gold and colored gems. In 
addition to the artistic side, attention 
is devoted to the practical problems of 
modern production, price accessibility of 
the objects and other requirements of 
the times. The problem created for the 
platinum jeweler by the increasing pop- 
ularity of modern gold gem-set jewelry 
is one of the subjects effectively dealt 
with in this edition. 





F. T. C. Restrains Willis 
From Making Misrepresentations 


Wasuincton—Trading as Rogers Re- 
demption Bureau, Matthew A. Willis, 
419-427 Lumber Bldg., Minneapolis, has 
been ordered by the Federal Trade Com- 
mission to discontinue misleading repre- 
sentations in the sale to retail merchants 
of premium certificates redeemable in 
silverware. 

Willis is directed to discontinue repre- 
senting, through use of the word “Rog- 
ers” in a trade or corporate name or in 
any manner that he has an interest in 
or connection with Oneida, Ltd., manu- 
facturer of Wm. A. Rogers silverware, 
provided, however, that the order is not 
to be construed as prohibiting him from 
dealing in that silverware. 





P. Sophian, Rochester, N. Y., who for 
20 years was associated with H. A. 
Hurvitz, who died Feb. 8, will continue 
the jewelry business of the deceased 
under the name of H. A. Hurvitz Jew- 
elry Co. Mrs. Hurvitz has a half inter- 
est in the business. 
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THE SECOND BIG 


Cife SEASON 


OF THE YEAR 
Just when the gold rush of gift dol- 


lars is on we present the most 
glamorous gift of the season. 


idas ul 


Here is the fabulous manicure set 
destined to become the cherished 
gift of bride and bridesmaid, or 
sweet - girl - graduate. Besides its 
lovely gold - like exterior, MIDAS 
MESH contains seven manicure ac- 
cessories in 18-karat gold-plate. All 
this beauty sells for only $7.50 re- 


| tail. 


de 99 


Because we design and make our 
own sets, they have won a unique 
reputation for quality, beauty, and 
completeness. Order your sets well 
in advance. Displayed in your win- 
dows, they attract customers to your 
store. 


Cf Bates Son 


New York Office: 565 Fifth Avenue 





| Chester, Conn. 
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CHEFS APLENTY MAKE 24 KARATERS' BEEFSTEAK A SUCCESS 


Good cheer flowed freely and the steaks were good as is evidenced 
by the photograph taken at the annual beefsteak dinner of the 
Jewelers’ 24-Karat Club of New York, April 12, at the Hotel Warwick. 
The cares of the day were washed away by cocktails before dinner. 
Daniel Price was in the place of honor as president. The other officers 






are Albert E. Levy, vice-president; Alan L. Brown, secretary, and Lee 
Reichman, treasurer. Excellent entertainment was provided to con- 
clude the evening's program. The success of the affair was due to 
the efforts of a committee composed of Julius Kaufman, chairman, 
Charles W. Sommer and A. O. Osterwald. 











Oklahomans Ask to Be 
Hosts to Next A.N.R.J.A. 
Mid-year Convention 


Oxxranoma Citry,Ox.ia.—The Oklahoma 
R.J.A. at its 33rd annual convention, 
April 9 and 10 at the Hotel Skirvin here, 
assed a resolution inviting ANRJA to 
old its mid-year convention, here, next 
Spring. “Oklahoma is the logical loca- 
tion for this gathering,” B. C. Clark, Jr., 
retiring president, told the conclave, 
which was attended by about 250 persons. 

A general meeting for watchmakers 
and jewelers Sunday afternoon, was an 
innovation but a successful one, and was 
well attended by those who could not 
afford to be away from their stores on a 
business day. This session was in charge 
of Jack C. Bryant, president of the Okla- 
homa Horological Association. Syd 
Prague, general sales manager of the 
C. & E. Marshall Co., Chicago, discussed 
“The Watch Repair Department and its 
Management.” W. H. Samelius, direc- 
tor of the Elgin Watchmakers College, 
had as his subject, “Watch Escapements 
From the 12th Century to the Present 
Day.” 

R. J. Slagle, Houston, Texas, vice- 
president of ANRJA, spoke on “Direct 
and Indirect Selling.” 

A change in the organization set-up, 
with the election of six district vice- 
presidents, was decided upon in an effort 
to increase interest in the organization. 
Willis D. Waugh, Okmulgee, secretary, 
was elected to succeed Mr. Clark as 
president. Other officers elected were: 
J. F. Seyforth, Oklahoma City; George 
Sloan, Tulsa; C. W. Haupt, Bartlesville; 
Ray de la Mater, McAlester; John W. 
Drake, Ponca City, and H. E. Bowers, 
Lawton, district vice-presidents, and H. 
V. Gritz, Enid, secretary-treasurer. 

Mr. Clark was named chairman of the 
advisory board, composed of N. O. Barn- 
hill and George B. Goldfarb, Oklahoma 
City; N. C. McCoy, Cushing; Frank 





White, Guthrie; J. W. Owsley, Chickasha; 
and H. L. Clayton, Duncan. 

The Travelers entertained all at lunch- 
eon, Monday noon, and held open house 
on the 10th floor, with W. O. Hensley, 
of the Bauman-Massa Jewelry Co., St. 
Louis, in charge of the exhibits. 

The convention closed with the banquet 
Monday evening. Frank Ward, Ana- 
darko, protected his 38-year record by 
attending the conclave. He hasn’t missed 
a session since 1901. 





Field's Diamond Co. Agrees 
To Change Name or Else 
Deal in Genuine Diamonds 


Misleading representations in the sale 
of jewelry will be discontinued by Myer 
D. Field, trading as Field’s Diamond Co., 
510 So. Hill St., Los Angeles, under a 
stipulation entered into with the Federal 
Trade Commission. 

Field agreed to stop using the word 
“diamond” alone or with other words to 
describe imitation diamonds, unless the 
term is modified by the word “imitation” 
or a true synonym of imitation printed 
conspicuously in connection with the 
word “diamond.” He further agreed to 
stop using the word “diamond” as part 
of his trade name until such time as he 
actually deals in genuine diamonds. 

Field stipulated that he will cease rep- 
resenting, by use of foreign names or 
otherwise, that any product sold by him 
originated in or was imported from a 
foreign country, when this is not a fact. 

The respondent will also discontinue 
representing that a “free advertising 
offer” or a “reward coupon offer” is 
limited as to time of acceptance or is a 
special offer, unless this is a fact, and 
will discontinue asserting that watches 
he offers for sale are guaranteed for ac- 
curacy by a 100 year old factory, are 
thoroughly dependable, or have fully 
guaranteed movements. 
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Washington R.J.A. Extends Hand 
To Idaho and Montana Jewelers, 
Now Without State Organization 


Spokane, WasH.—Plans for early for- 
mation of a large Northwest R.J.A. to 
comprise the jewelers of Washington, 
Idaho and Montana, were made at the 
three-day conclave of the Washington 
R.J.A., which opened April 24, in Hotel 
Davenport, here, with 150 jewelers from 
the three states in attendance. Neither 
Idaho nor Montana has been organized. 

John Penn Fix, this city, in his presi- 
dential address struck at the growing 
tendency of wholesalers to sell to drug, 
hardware and department stores indis- 
criminately, charging the trend threat- 
ened to undermine the business. An 
exceptionally fine summer business for 
Northwest jewelers was predicted by Leo 
Weisfield, of the Washington Progress 
Commission, who said the state’s Golden 
Jubilee celebration is expected to bring 
in millions of tourist dollars. 





CLOSING-OUT SALES REGULATED 


WatTERTOWN, WIs. — An_ ordinance 
strictly regulating closing-out sales, for 
the protection of established merchants, 
has been passed by the city council here. 

It requires that a merchant, before 
advertising a closing-out sale, must ob- 
tain a license which is good not longer 
than 60 days and that not more than 
one such license be issued to a merchant 
in any one 12-month period. Records of 
merchandise sold must be kept for exami- 
nation by the city clerk, and no merchan- 
dise is to be advertised as worth more 
than the “average retail market price.” 

Violation of the ordinance shall be rea- 
son for revoking a license, and if a 
closing-out sale is continued without a 
license, conviction shall be punishable by 
a fine of not less than $25 nor more than 
$100 for each day during which the vio- 
lation shall continue. 
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Horology Day, May 16, at Swiss Pavilion of World's Fair 


Horological Day will be observed May 
16, at the Swiss Pavilion, at the New 
York World’s Fair, according to J. L. 
Roehrich, New York, whose appointment 
as agent for the Swiss watch manufac- 
turers, has been announced by the Swiss 
Chamber of Watchmaking. 

The Swiss interests have a man of cul- 
ture and a horologist of outstanding 
merit in Mr. Roehrich, whose duty it 
will be to coordinate the efforts of the 
290 watch manufacturers exhibiting in 
the Pavilion. During the fair he will 
assume the information service in this 
section, assisted by C. Worpe, watch- 
maker of Elmhurst, L. I., N. Y. 

Dr. Victor Nef, Swiss Commissioner 
General to the World’s Fair and Consul 
General of Switzerland in New York, 
has invited jewelers, importers and 
watchmakers to view the Pavilion on 
May 16 and to study the collection of 
watches collectively exhibited by the lead- 
ing foreign makers. 

Fach watch company will show a fixed 
number of models, which will give a 
comprehensive idea of the latest styles. 
Several creations have been made ex- 
pressly for the Fair. The exhibit will 
also contain interesting demonstration 
apparatus and enlarged movements. The 
historic background of horology will be 
depicted in an unusual collection of 
antique watches of various periods. 








J. L. Roehrich 


There will be time, at noon, for con- 
noiseurs of fine Swiss cooking to enjoy 
luncheon in the pavilion restaurant. 

At 2:45 p. m., Dr. Nef will deliver an 
address in the auditorium, following 
which the beautiful scenery of Switzer- 
land will be shown by new films. Mr. 
Roehrich will briefly describe the salon 
of watchmaking before the start of the 
inspection tour. 

At 7 o’clock, that evening, the Horo- 
logical Society of New York will con- 
vene in the Garden Restaurant of the 
Pavilion for an informal dinner, before 
visiting the exhibits. A meeting of the 
society will follow in the auditorium. 








WILLIAM G. RATTRAY 


Cuicaco—The Chicago jewelry trade 
lost one of its oldest members with the 
passing of William G. Rattray at his 
‘home, 40 N. Mason Ave., April 7, after 
a few days’ illness. 

In June, 1876, Mr. Rattray secured em- 
ployment as a printer with B. F. Norris 
& Co., wholesale jewelers, but soon be- 
came a clerk and continued with this 
company and successors, Norris, Alister 
Co., Norris-Alister-Ball-Bridges Co., and 
The Ball Co. In 1888, because of his 
health, he was given a territory to travel 
and spent several years traveling the 
states of the far west, selling diamonds. 
Upon recovering his health, he returned 
to Chicago and spent the rest of his 
years in the diamond department. 

The Norris-Alister-Ball Co. in 1926 
celebrated the occasion of his 50th anni- 
versary with the company and in the 
presence of executives and department 
heads, Sidney Y. Ball, president, pre- 
sented Mr. Rattray with a gold medal, 
set with a large diamond and appropri- 
ately engraved. 


PHILA. HOROLOGISTS ELECT 


Herman R. Pedrick was _ re-elected 
president of the “Horological Guild of 
Philadelphia . at the society’s annual 
meeting Apr. 4 in the Franklin*Institute. 
Other officers chosen included ‘Herbert 
C. Holt, re-elected vice-president; and 
George Baitzel and Ralph Saunders, 
elected secretary-treasurer and corre- 
sponding secretary respectively. Ed 
Miller and O. E. Miller were re-elected 
trustees and Robert Frank and Mr. 
Baitzel were ‘named to the executive 
board. After the business meeting, Mr. 
Holt continued his lectures on gearing. 





OBITUARIES 


Simon ZausmeER, 73, a jeweler in Wa- 
verly, N. Y. since 1892, died there March 
28, after a long illness. The business 
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will be continued by his widow, Mrs. 
Flora Zausmer, under the title Zausmer’s 
jewelry store. 

Mirron Dantets, 88, veteran Colum- 
bus, Ohio, jeweler, died March 20. 

Miss Lucinpa Fancer, who had been 
associated in the retail jewelry trade in 
Celina, Ohio, with her sister, Miss Effie 
Fanger, since 1916, died on March 31, 
after a long illness. 

Wim F. Hower, 66, Previdence 
jeweler for many years, died April 4. 

Lovis Asetson, founder of Abelson’s 
credit jewelry chain, with stores in New- 
ark, Union City, West New York, 
Orange, Irvington and Bloomfield, N. J., 
and Rochester, N. Y., died April 6 at 
Utica, N. Y. Mr. Abelson, who was one 
of the first to use installment selling for 
jewelry, founded his first store in Utica. 
Mortimer S. and Hyman Abelson, both 
connected with the business, were at the 
bedside of their father. 

R. R. Satrertuwarr, 51, 
Ohio, jeweler, died March 29. 

Herzert S. Sreser, 67, Saginaw, Mich., 
who had engaged in the jewelry business 
for nearly 50 years, died March 30, as a 
result of a heart attack suffered the week 
before. Mr. Siebel made four dirigible 
crossings of the Atlantic in the last 10 
years, and refused to lose faith in the 
lighter-than-air craft in spite of repeated 
disasters. 

Guy E. Prrrcenarp, 77, of Pritchard & 
Co., manufacturing jewelers, Grand Rap- 
ids, Mich., died April 10, of pneumonia, 
after a two weeks’ illness. He was in 
the trade in Grand Rapids for about 50 
years. 


Columbus, 


NEW YORK R.J.A. TO SYRACUSE 


Syracuse, N. Y.—Such matters as 
watchmaker licensing, accounting, gem- 
ology and salesmanship will get special 
attention at the 30th annual convention 
of the New York R.J.A., which will con- 
vene, May 22 and 23, at Hotel Syracuse. 


89 








Which 
One... & 








... 1S your belt customer? 


BRAXTON BELTS, with the 
exclusive built-in double comfort 
feature, = keep your belt cus- 
tomers smiling and happy. No 
BRAXTON wearer oan gets a 
sour look like the gentleman on 
the right. The BRAXTON is 
comfort personified. Try one 
yourself (see free offer below) 
and be convinced BRAXTON’S 
are the belts to sell in your 








Genuine 
COWHIDE, 
1” and 13%” 
$18.00 per dozen 
without buckles. 
Genuine PIGSKIN, 1” and 13%”, 
$24.00 per dozen without buckles. 
(With bronze tongue buckles, add 
$1.50 per dozen extra.) Write us. 
Our representative will call on you 
if territory is covered. Samples will 
convince you what great values are 
at the prices quoted. Traveling 
men write for territory still open. 
1/20—10Kt. ~~: 

Yellow 
Gold Filled 
Belt Buck- 
le, hand en- 
graved, 
very fine 

finish. 


No. 1811 


$9 400 
24 DOZEN 
Tie chains 
to match, 
$6 to $9 a 
dozen. 
Complete line of sterling silver belt 
buckles, hand engraved, $7.80 to $18.00 
per dozen. 
1/10th and 1/20th yellow gold filled 
belt buckles. $24.00 to $36.00 per 
dozen. 
Store Buyers! For Demonstration 
Purposes a “Braxton” Belt Sent to 
You Free. Write Today, Stating Your 
Size. 
Traveling men write for open territory 
commission basis. 


Queen City Buckle Mfg. Co. 
TEMPLE BAR BUILDING 
CINCINNATI, OHIO 
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BECKWITH HEADS HAMILTON DIRECTORS; KENDIG, PRESIDENT 





F. C. BECKWITH C. M. KENDIG 


Lancaster, Pa.—-Voluntary retirement 
of Frank C. Beckwith as president of 
the Hamilton Watch Co., his election as 
chairman of the board upon insistence 
of the directors that he remain in active 
participation with the company out of 
regard for them and the legions of 
friendships and associations he has made 
in more than 50 years’ activity in the 
watch and case industries, and the elec- 
tion of C. M. Kendig, formerly vice- 
president and treasurer, to succeed Mr. 
Beckwith as president featured the an- 
nual meeting of stockholders here 


| April 11. 


Mr. Beckwith is credited as the indi- 


| vidual having most to do in developing 
| the Hamilton Watch Co. into a large- 
| scale manufacturing enterprise. Shortly 


after he joined the company as sales 
manager in 1909, he was instrumental in 
effecting the plan to produce a complete 
line of fine watches, including men’s 
pocket watches and wrist watches for 


| both men and women, rather than the 


single line of Hamilton railroad watches. 
Also, he was chiefly responsible for the 


| forward step in transition from the pol- 





Write for 
Illustrated Catalog 


KIMLER & DANIEL, INC. 


83 Canal St. New York 





| 





icy of specialized manufacture of watch 
movements to the manufacture of com- 
plete units prepared at the Hamilton 
factory to be sold “ready to wear” to 
consumers. Following the death of Presi- 
dent C. F. Miller, Mr. ‘Beckwith was 
elected president of the firm in 1931, and 
was immediately faced with a national 
depression. Equal to the new task, he 
succeeded so well from the beginning of 
his administration that in a short time 
the company paid off a large indebted- 
ness owed to several banking institu- 
tions, paid up the cumulative dividends 
on preferred stock which fell in arrears 
during the business down-trend, and re- 
sumed payment of dividends on its com- 
mon stock. Mr. Beckwith was elected 
secretary of the company in 1910; a 
member of the board in 1917, and vice- 
president in charge of sales and adver- 
tising in 1920. 

Opening the meeting, Mr. Beckwith 
said that after 30 years of active ser- 
vice in the company, he wished to be re- 
lieved of the wide duties and responsi- 
bilities which have been his charge for 
almost 10 years. He paid high tribute 
to various members of the organization 
with whom he has been closely associ- 
ated during his long service, among 
them Ross Atkinson, director of sales. 
who, along with a group of men sur- 
rounding him and his sales organization, 
inaugurated and carried out Hamil- 
ton’s plan of controlled zone distribu- 
tion, and George P. Luckey, factory 
manager, who has a number of inven- 
tions to his credit. 

Mr. Kendig was first employed with 
the company in 1902 as a_ bookkeeper. 
Tater he served as cost accountant and 
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Cc. C. SMITH R. B. THOMPSON 


purchasing agent. In 1920 he was made 
assistant treasurer; in 1921 he was 
elected to the board of directors; jp 
1924 he succeeded to a vacancy as sec- 
retary of the firm; in 1931 he was made 
a vice-president and in 1932 was made 
treasurer, offices he held until the pres- 
ent occasion. In addition for several 
years he has maintained strategic con- 
tacts for the watch industry in Wash- 
ington and Europe, as president of the 
American Jeweled Watch Manufactur- 
ers Association. 

Charles C. Smith, newly elected vice- 
president, general manager, and _ secre- 
tary, joined the Hamilton organization 
in 1930. Previously he was a member of 
the public accounting staff of Lybrand, 
Ross Brothers, & Montgomery. 

R. B. Thompson succeeds Mr. Smith 
as comptroller. Recently serving as as- 
sistant comptroller, he has also been 
production manager and budget director 
since he joined the firm in 1931. 

During the board of directors’ meet- 
ing a regular quarterly dividend of $1.50 
per share on outstanding 6 per cent cu- 
mulative preferred stock was declared. 





TAKING THE TOWN 


“BY STORM! 


¢ffane 
Lom 


@ Thritting hurricane 
staged with rain and 
lightning ... glamorous 
native - girl floor show 
accompanied by melo- 
dious music from the 
famous Islands... all 
in an authentic tropical 
setting. Unique in New 
York! 


“The friendly hotel in 
New York” offers you 
a key to the city! Its 
convenient location in 
the heart of the Grand 
Central area makes the 
places you want to go 
easily accessible. 
Choice accommoda- 
tions .. . personalized 
service. 


HOTEL LEXINGTON, 


Lexington Avenue at 48th Street, New York 
Charles E. Rochester, ¥. P. & Managing Director 
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Frank J. Hattenback, wholesaler, has 
moved to Room 1809, at 15 Maiden Lane. 

John Zwing will move his watch and 
jewelry repair shop to Room 610, at 87 
Nassau St., May 1. 

Montmarte Jewelry Co., Inc., on April 
15, moved from 105 Fulton St. to Room 
89, 35 Maiden Lane. 

Harry A. Kahn is no longer connected 
with Jackay Jewelers, Inc., jewelry 
manufacturers, at 10 W. 47th St. 

Colangelo & Hein, manufacturers of 
platinum jewelry, on May 1 will move 
from 105 Fulton St. to 106 Fulton St. 

David Davidson, diamonds and dia- 
mond jewelry, on May 1 moved from 2 
W. 46th St. to the Peikin Bldg., at 664 
Fifth Ave. 

Arthur J. Cooperman & Co., makers 
of stone rifigs and diamond mountings, 
removed April 12 from 87 Nassau St. to 
116 Nassau St. 

Israel Efrus, diamonds and diamond 
jewelry, late last month moved from 12 
John St. to larger quarters at No. 1201, 
10 W. 47th St. 

Wolff & Son, stone dealers, on April 
25 moved their offices from 16 Court St., 
Brooklyn, to larger quarters at 68 Nas- 
sau St., Manhattan. 

Joseph’s Jewelry Store, Inc., jewelers 
in West New York, N. J., for more than 
40 years, on April 8 opened new quarters 
at 567 Bergenline Ave. 

Standard Unbreakable Watch Crys- 
tals, Inc., and Standard Novelty Box 
Co., Inc., announce the removal of their 
office and factory to 385 Gerard Ave. 

Tobias Prigoff, in the manufacturing 
jewelry industry for 45 years, died re- 
cently at the home of his son-in-law, 
William Edelstein, Utica, N. Y., jeweler. 

Saul Ritter, of Bruner-Ritter, Inc., 
manufacturers of watch bands, 350 
Hudson St., has returned home from a 
three weeks’ trip, calling on the whole- 
sale trade. 

Morays Mfg. Co., Inc., manufacturers 
of watch attachments, on April 18 took 
possession of new factory and office 
space at 116 Nassau St., at Flatbush 
Ave. Extension, Brooklyn. 

A. Cohen, of the Consolidated Jewelry 
Casting Equipment & Supplies, 32 Union 
Square, is now handling a general line of 
jewelry casting equipment. 

Louis Birnbaum and Adolphe Pressel 
have formed a partnership under the 
name of Birnbaum Pressel Co. to con- 
tinue the diamond business of Birnbaum 
Pressel Co., Inc., 62 W. 47th St. 

Ross A. Baer was named counsellor 
ers Associations of Greater New York. 
ers Association of Greater New York. 
Mr. Baer is also counsel to the Credit 
Jewelers Association of New York and 
New Jersey. 

The Apex Watch Case Mfg. Co., Inc., 
on May 1 moves into its new glass-en- 
closed factory at 304 E. 45th St., where 
it will have increased space and addi- 
tional equipment. The business had been 
located at 2nd Ave. and 43rd St. 

Otto Goetzke, of Church & Co., manu- 
facturing jewelers, 336 Mulberry St., 
Newark, is obtaining publicity for birth- 
stones through “Museum Notes,” the 
monthly publication of the Jersey City 
Museum, of which he is a trustee. 

_ The L. M. Van Moppes Diamond Co. 
Is successor to M. L. Van Moppes, estab- 
lished in the United States in 1864 The 
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company is importing and cutting, and 
also handling industrial diamonds, at 603 
Seventh Ave., Asbury Park, N. J. 





Bernard Landau, importer of pearls | 


and precious stones, 608 Fifth Ave., re- | 


turned from a five weeks’ trip to the 
emerald market of Colombia, 
America, March 27. 


South | 
He spent several | 


weeks in Bogota, having made a quick | 


trip via air with Mrs. Landau. 


Maurice Muney, formerly with Wm. A. | 


Muney, Inc., is on a European buying 
trip, visiting the watch and diamond 
centers. After his return on May 16 he 
will start his own business under the 
name of Crysler Watch & Jewelry Co., 
at 41-09 41st St., Long Island City. 

H. & M. Freudman, one of the leading 
rough diamond dealers in Antwerp, are 
establishing an American trade in pol- 
ished stones at 580 Fifth Ave. and have 
engaged Edward M. Evans to be their 





representative. Mr. Evans, through long | 


association, is known to the 
trade from coast to coast. 


diamond | 


I. D. Watch Case Co. will remove May 
1 to new quarters on the 12th floor of | 


121 Varick St., where it will enjoy im- 
proved manufacturing display facilities. 
Isidor Dinstman, president, said that it 
would improve the company’s service to 
the trade and place the company in po- 
sition to handle a larger volume of busi- 
ness. 


William B. Ogush, president of Katz & | 


Ogush, manufacturers of gold and plati- 
num jewelry and watches, 33 W. 60th 
St., returned April 20 on the Queen 
Mary with his diamond buyer, Joseph 
Scordato. Mr. Ogush visited the diamond 
markets in Holland and Belgium and 
traveled in Switzerland and France. 

J. R. Wood & Sons, Inc., largest man- 
ufacturers of engagement and wedding 


rings, on April 25 were doing business | 


in the new quarters at 216 E. 45th St., | 


Manhattan. 


The move from Atlantic | 
Ave., where the firm had been located | 


since 1850, was in the interest of better | 


service to the trade, 


Schwab. 
M. S. Wolfe, of the firm of A. G. | 
Schultz Co., Baltimore, manufacturers 


of sterling hollow ware since 1895, who | 


said W. Waters | 


was visiting the New York trade last | 


month, announced that Hahn & Baxter, | 


15 Maiden Lane, have been appointed as 
the firm’s New York representatives. 
The firm specializes in chasing, reproduc- 
tions and special order work. 

B. F. Hirsch, Inc., diamond importers 
and makers of wedding rings and 
mountings, removed its factory and of- 
fices, April 12, to larger quarters in a 
modern daylight building at 304 E. 45th 
St., where the firm occupies 8500 sq. ft. 
The telephone number in the new loca- 
tion is MU 4-1830. 

Charles F. Boleschka, 82, who had been 
manufacturing jewelry since 1912, died 
recently at his Brooklyn home, after a 
long illness. He and Mrs. 


Boleschka, | 


who survives, marked their golden wed- | 


ding anniversary eight years ago. His 
son, William D. Boleschka, who was asso- 


ciated in business with him, is continuing | 


the business at 154 Lawrence St., Brook- 
lyn. 

Lee Reichman, of Reichman Bros., 20 
W. 47th St., who for some time was con- 
fined by sickness to his home, returned 
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to the office for a couple of hours, April 
24, and expects to do so daily until he 
regains his strength. Joseph H. Kincaid, 
formerly with Monroe, Graham Co., Inc., 
on April 10 joined Reichman Bros., to 
cover the metropolis and the Middle 
West. 

L. Luria & Son, Inc., wholesalers, ex- 
pect to take possession of new quarters 
in the Mohawk Bldg., 160 Fifth Ave. The 
firm has been located at 623 Broadway. 
Joseph D. Magid has been named a vice- 


president. Bernard L. Weinstein, New 
York; Max Kaplan, of Chicago, and 
louis M. Lieberman, who will cover 


Philadelphia, have been added to the or- 
ganization. 

A two-day celebration of the opening 
of Nat Zuckerman and Co., Inc., a new 
firm doing a strictly wholesale business, 
was held April 30 and May 1 in the new 
offices at 135 Fifth Ave. The officers of 
the new corporation who have severed 
their connections with L. Luria & Son, 
Inc., are Morris Brett, president; Max 
B. Shapiro, vice-president, and Nat 
Zuckerman, secretary-treasurer. 

John Lemmon, who recently resigned 
as factory manager of the Eisenstadt 
Mtg. Co., St. Louis, Mo., has opened a 
new business at 803 Fourth Ave., to 
manufacture wedding rings, mountings, 
gold and platinum jewelry, class rings 
and fraternity jewelry. Mr. Lemmon 
has covered all phases of the jewelry 
business over a period of 25 years, the 
greatest part of the time being spent 
with J. R. Wood & Sons. 

Tickets are going fast for the first 
annual shore dinner and dance of the 
Westchester Association of Jewelers, ac- 
cording to Elmer Hildreth, Mt. Vernon, 
president. The affair will be held Sun- 
day evening, June 11, at Schmidt’s Farm, 
Scardale. A mass meeting, to further 
plans, will be held May 14, in Dickert’s 
restaurant, Mt. Vernon. Robert Groebel, 
vice-president of the association, is gen- 
eral chairman of the committee in charge. 

Moss Associates, which currently pre- 
pares campaign copy for such accounts 
as the I. D. Watch Case Co., Morays 
Mfg. Co. and the Ace Watch Co., has 
removed from 110 W. 40th St. to new 
and larger quarters at 415 Lexington 
Ave. Joseph Mockowitz, president of 
the advertising agency, said: “The 1939- 
40 season will see a larger volume of ad- 
vertising placed by manufacturers. Trend 
of copy will be on the smart and sophis- 
ticated side, with a modern touch em- 
ployed in all illustrations.” 

Frederick C. Kopf, who through 40 
years’ association was instrumental in 
building the fine reputation of Power & 
Mayer as leading jewelry manufacturers 
of their day, died early last month. Mr. 
Kopf started with Powers & Mayer as 
a boy and eventually became vice-presi- 
dent. He had the esteem of the trade 
throughout the country. His fastidious 
appearance caused many of his friends 
to consider him the Beau Brummel of 
the traveling men. Many friends in the 
trade attended his funeral April 6. 

After 19 years of selling gold jewelry 
and rings at wholesale the firm of Bert 
L. Kaufman, 9 Maiden Lane, has been 
liquidated. This has been done to allow 
Mr. Kaufman to give all his attention to 
the Bernat Co., 9 Maiden Lane, which 
he formed with Nathan Alexander, two 
years ago, to handle the Swank jewelry 
line exclusively. After May 15 the Ber- 
nat Co. will move to larger quarters in 
the same building. Selling representa- 
tives are N. Alexander, H. Eide, N. 
Kramer, A. Rolnick and L. Abraham. 
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One of the nicest little stores on lower 
Manhattan is that opened on March 28 
by Benedict Burkman, at 35 Nassau St. 
The use of large mirrors which cover the 
side walls uf the store give the illusion 
of greater size. This was one of the 
problems successfully handled by Murra 
Pearlstein, who designed and executed the 
store. Circumstances prevented its com- 
pletion on March 1 as planned. Just a 
week before the opening Mr. Burkman’s 
mother died, which event, together with 
the attendant worries over the store, sent 
him to the hospital with gastric ulcers 
just two days before the opening. His 
health has now improved. 

Roger Wurmser, Inc., newly incorpo- 
rated to continue the business of Roger 
Wuruwser in precious jewelry manufac- 
turing and the importation of diamonds 
and colored stones, is occupying new 
quarters, Suite 319, in the French Build- 
ing, Rockefeller Center. The move was 
necessitated by increasing business. The 
firm, which has branch offices in Chicago 
and Los Angeles, last month engaged 
Erwin Kay as a salesman. In line with 
the expansion policy of the new corpo- 
ration, officers of which are William G. 
| owenthal, president and treasurer, and 
Roger Wurmser, secretary, the stock of 
gemstones is being increased. 

A copy of Albert Ulmann’s “Land- 
mark History of New York and Guide 
to Commemorative Sites” will be dis- 
tributed to each member of the Maiden 
Lane Historical Society, it was an- 
nounced at the annual meeting March 30. 
More than 30 new members were elected 
to bring the membership to 200. Edwin 
H. Dean, secretary-treasurer, will again 
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arrange the beefsteak dinner in October. 
The following were reelected to office: 
Henry Abbott, president; Alpheus 
Brown, George E. Fahys, Joseph D. 
Little, G. H. Niemeyer, William P. Sack- 
ett, Otto D. Wormser, vice-presidents ; 
Mr. Dean, secretary-treasurer, Mr. Ul- 
mann, historian, and trustees, H. C. 
Barthman, H. A. Bliss, H. H. Dilling- 
ham, Frank Jeanne, Walter N. Kahn, 
Charles A. Parker, Lee Reichman, Wil- 
liam JI. Rosenfeld, M. D. Rothschild, 
Frank T. Sloan, Frank P. Somes, and 
Maurice Tishman. 


WYLER WATCH CORP. ORGANIZED 


The Wyler Watch Corp., located after 
May 1 in the Time & Life Building, 9 
Rockefeller Plaza, New York, has been 
organized to continue the business con- 
ducted by the Raymond Watch Co., at 
551 Fifth Ave. 

Alfred Wyler arrived from the Wyler 
factories in Basle and Bienne, Switzer- 
land, on March 30, and has been ac- 
quainting himself with his new duties as 
president. The other officers of the cor- 
poration are Emanuel Abrahams, secre- 
tary, and Raymond Abrahams, treasurer. 
The line is being increased, and a new 
waterproof, shock-proof, self-winding 
watch is being featured. 

The Raymond Abrahams business in 
platinum and diamond jewelry, 551 Fifth 
Ave., is unaffected. 





PLATINUM PRICES 
April 25, 1939 





OTe ee Ce eee . $35.00 
Containing 5% iridium ... 36.50 
Containing 10% iridium .............. 38.00 
Iridium Se ree 65.000 
Anny Cee ee ae re 24-25 
FEBRUARY IMPORTS 
Article Number Value 

Watches and watch move- 

MN uivackccikeccowes 117,380 $314,061 
A ee ee 30,553 
Clocks and clock move- 

MN ee Sear en nak cens 411 2,091 
Diamonds— 

Rough, uncut ........ 11,664 717,605 

Cut, but unset ...... 44,056 2,355,403 
Pearls—- 

Reece 46,701 

Cultured or cultivated. 14,398 

ther Precious and semi- 

precious stones— 

Rough, uncut ........ 11,606 

Cut, Dut not 666 .0.006 kccoce 146,591 
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Charles Marx 


-May 10 will probably be just another 
business day to Charles Marx, New York 
diamond man, despite the fact that on 
that day he will be 70 years of age. Mr. 
Marx, who has offices at 20 W. 47th St., 
last month was on the road in the com- 
pany of his son, Stephen J. Marx, making 
one of the selling trips he has been 
making for years. 

In July, 1882, Mr. Marx was hired as 
office boy by Levy, Dreyfus & Co., and 
on Jan. 25, 1890, he made his first trip 
on the road as a salesman for the com- 
pany. In 1893 he went with Falkenau, 
Oppenheimer & Co., with whom he re- 
mained until 1897, when the partnership 
of Marx & Brod was organized. He has 
continued in business in his own name 
since 1903. 





400 at Dinner in The Bronx 
Honoring Murray Max 


Approximately 400 persons in all 
branches of the metropolitan jewelry 
trade turned out at The Senate, in The 
Bronx, Sunday night, April 23, to pay 
tribute to Murray Max. The affair was 
arranged by the Bronx R.J.A. in rec- 
ognition of Mr. Max’s services. He is 
the only remaining organizer and for 
many years has served as financial sec- 
retary. 

Mr. Max was presented with several 
gifts by his association, the Brooklyn 
R.J.A. and J. R. Wood & Sons, by whom 
he has been employed as a salesman for 
many years. Mr. Max covers the metro- 
politan and eastern territory. The speak- 
ers were W. Waters Schwab, president, 
and Frank D. Maher, credit manager of 
Wood & Sons; Phineas Peters, chairman 
of the R.J.A, executive board, and John 
L. Schwarz, president of the Bronx 
R.J.A. George Korsunsky, a past presi- 
dent, was toastmaster. A cocktail hour 
preceded a fine dinner and entertain- 
ment. The event exceeded the expecta- 
tions of Co-chairmen Joseph Levin and 
William Schneiderman. 





New Castite, Pa.—Members of the 
Horological Association of Pennsylvania 
met on April 16, and organized Lawrence 
County Guild No. 5. Officers elected 
were: Jesse N. Kerr, president; Herman 
Yossem, vicespresident; Maurice J. Niel- 
sen, secretary; and Chester A. Snyder, 
treasurer. Speakers were Mr. Nielsen, 
president; Howard O. Erwin, vice-presi- 
dent, and J. Philip Sommer, secretary, 
of the state association. 
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The Mail Order Supply House 


WATCH MATERIALS 
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DEAN COMPANY 
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ROSENBERG MFG. CO. 


Manufacturers & importers 
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AMERICAN MADE TOOLS 
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SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER — PLATINUM 


713 SANSOM ST. PHILADELPHIA 








BOWMAN 
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Bowman Bidg., Lancaster, Pa. 
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A new catalog was issued April 1 by 
the Central Watch Materials & Supply 
Co., 184 S. 8th St. 

Charles Carter & Co., formerly of 
1835 E. Allegheny Ave., moved to 101 
S. llth St., April 15. 

Herbert’s, credit jewelers, of 114 S. 
9th St., last month moved to new quar- 
ters at 104 S. 18th St. 

Arnold Gordon, son of Harry Gordon, 
26 Sansom St., underwent an operation 
April 10 at Jewish Hospital. 

C. Edward Best, of 619 S. 52nd St., 
spent the end of April on a business trip 
to the New York jewelry market. 

Leonard Beifeld, son of Jacob Beifeld, 
135 S. 8th St., will be married May 7 to 
Miss Sylvia Fishman at Hotel Philadel- 
phian. 

H. Burdman, of 730 Sansom St., last 
month announced the engagement of. his 
daughter, Frances, to S. Goldman, of 
Oak Lane. 

Aisenstein & Gordon, Inc., 712 Sansom 
St., last month announced it had been 
appointed a distributor for Westclox in 
the Philadelphia area. 

Robert P. Georges, jeweler, at 5630 
Chew St., opened a new store at the 
Olney Ave. station of the Broad St. 
subway early in April. 

Charles Carter & Co., retailers at 1385 
EK. Allegheny Ave., have moved into 
new quarters at 101 S. 11th St., which 
have a new front and fixtures. 

Harry Iskin, manufacturer of marca- 
site jewelry, moved from 740 Sansom 
St. in April to new quarters in the 
Farm Journal Building, Washington 
Square. 

O. K. Flag Co., 719 Sansom St., last 


| month began distribution of three-color 


enamel and gold plated men’s and 
women’s American flags for lapel and 
dress use. 

Merritt Hurlburt, of H. O. Hurlburt 
& Sons, 817 Chestnut St., toured Ireland 
for 10 days last month, later visiting 
Paris, London, Amsterdam and other 
cities. 

Jumping from an automobile in West 
Philadelphia, a bandit took a wallet con- 
taining $24 and jewelry worth $100 from 
Abe Levin, 54, a Philadelphia jewelry 
salesman, April 5, and fled. 

New parking space for “Maiden Lane” 
jewelers was made available last month 
with the opening of a lot at 113-115 S. 
8th St., a facility long advocated to re- 
move traffic congestion in Sansom St. 

Ed ‘Tinkelman, watch material and 
jewelers’ supply house, moved from 713 
Sansom St., to a large store at 715 San- 
som St., formerly occupied by N. Bail- 
inger, who is giving up his showrooms. 

Announcement was made last month 
of the impending marriage May 7 of 
Miss Lillian Zlotnick, daughter of Bar- 
nett Zlotnick, of A. Zlotnick & Co., 725 
Sansom St., to Albert Reggie Remick, 
salesman for the Zlotnick firm. 

David Gubin, formerly located in the 
Washington Square building, last month 
moved to 714 Sansom St., opening a 
watch repair store. H. Berman, jeweler 
of the latter address, moved to Wild- 
wood, N. J., to open a place of business. 

Elwood Baker joined “the staff of 
Joseph B. Bechtel & Co., 729 Sansom 
St., April 3. Mr. Baker is a graduate 
of the Philadelphia College of Horology. 
William Collison of the Bechtel firm 
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left last month to become associateg 
with B. F. Brogan & Co., 805 Sansom §t. 

Heads of the firm and senior employes 
of Bailey, Banks & Biddle Co., 13) 
Chestnut St., will meet for a shad dinner 
at the Mohican Club, Morris-on-the- 
Delaware, N. J.. May 18. A sports pro- 
gram will include quoits and volley ball, 
E. C. McDowell, of the diamond depart- 
ment, is chairman of the committee, 

Among moves in Philadelphia jewelry 
areas last month, Lomis’s, diamond, 
watch and jewelry dealers, took over the 
store formerly occupied by Carlton B, 
Abraham at 114 S. 8th St. Abraham 
moved to quarters formerly occupied b 
A. Simon & Sons at 135 S. 13th St. The 
latter business was consolidated with 
that of M. Simon & Co., 15 N. 13th St. 
according to an announcement by the 
M. Simon firm. 

Fred J. Cooper, 113 S. 12th St., spoke 
over radio station WCAU April 12 as a 
guest of the “Women’s Club of the Air” 
program on “The History of Time,” a 
lecture on timepieces, in which he covy- 
ered “6000 years of history in six min- 
utes.” Following his radio talk, he con- 
tinued his lectlure to a studio audience 
of 300. April 27 he was scheduled to 
address home economic students at 
Drexel Institute of Technology. 

Wholesale jewelry sales in eastern 
and central Pennsylvania and Southern 
New Jersey for the first two months of 
1939 increased 20 per cent over the cor- 
responding months of 1938, the Federal 
Reserve Bank of Philadelphia reported 
in its April summary. Wholesale sales 
for February, 1939, increased 67 per 
cent over January and 39 per cent over 
February, 1938, the bank added. The 
report was based on data unadjusted for 
seasonal variation. 

Renovations of its building at 8th and 
Sansom Sts. were started last month by 
Leven & Sons, silver dealers. Erection of 
a new rear wall, painting and general 
improvement will be completed early in 
May. The Leven firm this year won the 
order for a 40-inch silver trophy, known 
as the Judge Harry S. McDevitt Cup, 
to be presented the winner of the an- 
nual Philadelphia city series between the 
Athletics and Phillies, the city’s two 
major league baseball teams. ‘ 

Expanding because of increased busi- 
ness, the main branch of the Associated 
Barr Stores will move from its present 
location, 1018 Chestnut St., to 1112 
Chestnut St., on or about May 25, firm 
officials announced last month. The move 
will provide larger and air conditioned 
quarters. The new store will be done in 
modernistic manner with light gray walls 
and indirect lighting combining to pro- 
duce a cheerful interior. No change in 
management or policy is contemplated 
and the store will continue to handle all 
its present lines of merchandise. The 
Barr firm has four stores in Philadel- 
phia and one in Norfolk, Va. 
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Announcement has been made that 
John Kavaf, electroplater and colorer, 
has moved from 3 Eddy St. to new quar- 
ters at 226 Eddy St. 

The Rowan Mfg. Co. has begun the 
manufacture of novelty jewelry in Pro- 
vidence. Miss Beatrice Goole will dis- 
play the line in Providence and New 
York. 

Gottlieb Armbrust, president of the 
Machine Chain Manufacturers Associa- 
tion, presided at the monthly meeting 
held Wednesday, April 5. The meeting 
at the Narragansett Hotel followed a 
luncheon. 

Shield’s, Inc., Attleboro, has been in- 
corporated with 1000 shares of no par 
common stock by Ralph C. Schoenwald, 
president ; Frank Winter, vice-president ; 
Maurice S. Oston, treasurer, and Bea- 
trice Stearn, clerk. 

Payrolls in the manufacturing jewelry 
industry of Rhode Island during the 
month of March were reported at $1,- 
131,000, an increase of 12.7 per cent 
from the like period in 1938 and 0.7 per 
cent below the figure in February this 
year. Employment was 5.4 per cent 
above the February level and 14.2 per 
cent higher than in March, 1938. 


R. H. McCahan, of E. I. duPont de 
Nemours & Co., addressed the Provi- 
dence branch of the American Electro- 
platers Society at a meeting April 17, 
on the subject “Experimental Develop- 
ment of High Speed Copper Plating So- 
lutions.” An informal dinner was held 
prior to the meeting which was held at 
the Rhode Island School of Design. 


Manufacturers in the Providence-At- 
tleboro area report that the number of 
buyers from Canada and London has 
showed a sharp pickup in recent months 
with chief interest centered on low-priced 
costume jewelry. In some quarters the 
increase is attributed to the recently ar- 
ranged reciprocal trade agreement be- 
tween Britain and the United States. 


The New England Manufacturing 
Jewelers and Silversmiths Association 
reports progress made in the prepara- 
tion of the display for the Rhode Island 
building at the New York World’s Fair. 
The Rhode Island division will include 
ten showcases, two of which have been 
allotted to the jewelry industry for a pe- 
riod of six months. Rhode Island Day 
has been set for June 9. . 


Archibald Silverman, of Silverman 
Bros., manufacturing jewelers, has been 
appointed by Governor Vanderbilt to 
the Rhode Island Industrial Rehabilita- 
tion Board. The new board has been 
created for the purpose of studying 
means of attracting new industries and 
of keeping those already here. The 
board will serve at the pleasure of the 
ew and will receive no compensa- 
ion. 


Plans for the demolition of the Cal- 
endar buildings on Sabin Street which 
have housed many generations of jew- 
elry firms, have resulted in a request 
that all tenants vacate the property by 
May 1. Reports from the jewelry manu- 
facturing district indicate that the space 
situation has tightened up considerably 
as the old Calendar tenants seek new 
quarters. The buildings usually house 
a dozen jewelry concerns. 
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William H. McGreevey, associated 
with Ostby & Barton Co. for the past 


ten years, has been appointed manager | 


of the Chicago office. He has been man- 
ager of the company’s Cincinnati division 
for the past two years. In Chicago he 
succeeds Thomas J. Noonan, who died 
suddenly of a heart attack March 15. 
For 15 years the late Mr. Noonan had 
represented Ostby & Barton in the mid- 
west area. Harold I. Riley will return 
to the Cincinnati office after an absence 
of six years. 


Rhode Island Horologists 
Will Push Bill Next Year 


Proviwence — Forty-two members of 
the Rhode Island Horological Associa- 
tion attended the April meeting of that 
organization. 
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| MASSACHUSETTS 
| SCHOOL OF OPTOMETRY 


Four-Year Day Course 


For further information address: 


members discussed their bill for the reg- | 


ulation of watchmakers, which died in 


legislative committee during the last ses- | 


’ Administrative Office 
1112 BOYLSTON STREET 


sion. The committee is highly optimis- | 


tic over the prospects of passage in the 


next session of the legislature. 


The members have elected Leo J. 


Abisch president and head of Foster’s 
watch repairing department, as the dele- 
gate to the national convention to be held 
in Pittsburgh May 14. Ronald A. Reed, 
gemologist for Tilden-Thurber Co., was 
the principal speaker. 

At a previous meeting of the associa- 
tion Mr. Abisch was re-elected president. 
Other officers are Emil L. Vaine of 
Woonsocket, first vice-president; Wil- 


liam R. Fitzpatrick, treasurer and Theo- | 


dore E. Vaine, secretary. The annual 
banquet will be held May 21. 


Findings Makers Vote to 
Double Publicity Subscription 


Provmence—The Metal Findings 
Manufacturers Association, at its April 
meeting, voted unanimously that the as- 
sociation double its contribution toward 


the $50,000 campaign of the Jewelry In- | 


dustry Publicity Board. 

The members displayed considerable 
interest in the work which was done by 
the old Jewelers Publicity Committee 
and the future plans 
named board. Members increased the 
contribution in view of the assistance 
which would be given to the jewelry in- 
dustry in general and the findings 
makers. 

The annual meeting of the association 
will be held in May at which time elec- 
tion of officers will take place. A nomi- 


nating committee has been named con- | 
sisting of the following: George W. 
Jenckes, D. M. Watkins Co., chairman; | 


Edgar E. Baker, W. R. Cobb Co., and 
Alfred Smith, Fulford Mfg. Co. 


DAVIS TO INGERSOLL-WATERBURY 


C. S. Davis succeeds R. G. Brown as 
general sales manager of the Ingersoll- 
Waterbury Co., New York. Mr. Davis 
has been identified with merchandising 
and selling for many years as an execu- 
tive of the Walgreen Co., Liggett Drug 
Co., Dow Drug Co., and others. 


He recently resigned as sales manager | 


of the House of Pinaud. 
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GEM-STONES 


| By G. F. Herbert Smith 
An Interesting Authoritative Book 


Comprising 40 chapters and many 
diagrams, plates. and tables by an 


outstanding authority. Over 300 
pages. Price $3.00. 
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Experience Teaches 


that— 
GRADUATION BUSINESS 
goes to the jeweler best 
prepared. 


Have you the new Ameri- 
can watch models? ... a 
good selection of dia- 
monds? . . . a complete 
assortment of the latest 
items in jewelry and nov- 
elties? 


Youth wants only the new- 
est—only the best. 
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EASTON WATCHES 
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FULLY GUARANTEED 
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IMPORTED AND DISTRIBUTED BY THE 


U.S. JEWELRY C0. 


WHOLESALE JEWELERS 
DIAMONDS © WATCHES ¢ JEWELRY 
BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 


ALBERT S. SMYTH CO. 
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Kibler Dent, of Columbia, S. C., was 
a visitor in Baltimore on April 18 and 
made the rounds of the market. 

Albert Erskine, recently made presi- 
dent of George T. Brodnax, Inc., is head 
of the Rotary Club, in Memphis—just 
elected. 

P. G. Keebey, owner of Keebey’s, 111 
W. Capitol Ave., Little Rock, Ark., was 
recently elected president of the Capitol 
Avenue Merchants Association. 

Frieidman’s Jewelers last month held 
formal opening of their handsome new 
quarters at 1436 Main St., Columbia, 
S. C. R. S. Woods is manager. 

Fred Dreifus, of Dreifus Jewelry Co., 
and a score of other Memphis merchants 
bus-toured West Tennessee and Missis- 
sippi towns in mid-April to present in- 
vitations for Memphis’ Cotton Carnival, 
May 9-14. 

Macey’s, Inc., a jewelry store in 
Owensboro, Ky., capitalized at $20,000, 
was granted a charter last month. The 
incorporators were Ruth and Marvin S. 
Cohen and Allen and G. I. Felstein, all 
of Terre Haute, Ind. 

James Levi, of the well-known firm of 
Leon Levi, 316 W. Lexington St., Bal- 
timore, is being congratulated on _ his 
marriage to the widow of Sidney Levi, 
his cousin. The couple went to Florida 
for their honeymoon. 

Isadore J. Berman, of Berman’s 
Jewelry store, Charleston, W. Va., who 
sailed for Europe on the Queen Mary, 
March 11, for an extended tour of the 
Continent and the British Isles, expects 
to return home early this month. 

Warren P. Campbell, 35, Atlanta, Ga., 
jeweler and gem-cutter, died March 15 
after an illness of three months. Mr. 
Campbell was engaged in the jewelry 
business in Atlanta for the past 15 
years, 12 of them being spent in the em- 
ploy of the Kimberley Jewelry Co. 

Ned Cohen’s new Jewel Box at 132 S. 
Elm St., Greensboro, N. C., was form- 
ally opened March 30 following weeks 
of advance preparation. It has a fron- 
tage of 15 ft. on S. Elm St. and a depth 
of 70 ft. along Sycamore St. It is 
equipped with indirect lighting and air 
conditioning. 

Stieff Jewelry Co., 214-216 Sixth Ave. 
North, in Nashville, Tenn., joined with 
other progressive Sixth Ave. merchants 
in a grand opening April 18, from 4 to 9 
P. M. On this occasion it called atten- 
tion to its $250,000 display of jewelry, 
also a perfect setting of a formal dinner 
table in sterling silver and old English 
Sheffield. 

J. G. Engel, of J. Engel & Co., Inc., 
returned April 17 from a South Ameri- 
can cruise. While the journey was de- 
signed for recreation, Mr. Engel took 
occasion to note the demand for jewelry 
in the countries touched at and observed 
manners and customs. J. Engel & Co. 
was represented at the annual conven- 
tion of the Virginia-North Carolina Re- 
tail Jewelers’ Association, held in Win- 
ston-Salem, N. C., April 23-25, by Leon 
J. Engel and George Schafer. 

William G. Frasier, Jr., has learned 
from a New York trade source of sup- 
ply that a man who represents himself 
as Mr. Jones of Jones & Frasier Co., 
Durham, N. C., is going around obtain- 
ing personal loans in a fraudulent and 
deceptive manner. Mr. Frasier declares 
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he is the only one in his firm authorized 
to use its name. Anyone aproached b a 
man using this ruse is urged to take g 
complete description and communicate 
with Jones & Frasier. 


Schneider & Son moved April 3 into 
new and larger quarters at 109 Peach- 
tree St., Atlanta, next door to No. 107 
where it had been located since 1923, 
R. C. Schneider, senior partner of the 
father-and-son partnership, has been jn 
business in Atlanta for the past 9} 
years and has served as president of the 
Atlanta Jewelers’ Guild and of the 
Georgia R.J.A. Rudy Schneider, his son 
and junior partner, has also served as 
president of the local and state retaj} 
jewelers’ organizations. 

Twelve employes of the Duval Jewelry 
Co., Jacksonville, Fla., were presented 
with diamond service pins by A. O. Jen- 
kins, founder and president, at a ban- 
quet, at the Roosevelt Hotel, April 11, 
The honor guest was Miss Lucy Maxwell, 
who has been with the firm for 20 years, 
Others receiving awards were: G. A, 
Follett, W. R. Sack, Dr. A. G. Kienast 
and Norman E. Cox, for five years; 
C. L. Wells, Ruth Reynolds, Violet Con- 
ley, W. F. Esser and W. A. Albury, for 
ten years, and Charles Terrell and Lillie 
Newsome for 15 years. 

Two fashionably dressed women vis- 
ited the store of the James R. Armiger 
Co., 310 N. Charles Street, Baltimore, 
recently, and asked to see some dia- 
monds. The clerk brought out a tray of 
gems, and the women managed to sub- 
stitute a $50 diamond ring for one of 
diamond and platinum valued at $1,500. 
They then walked out after telling the 
clerk that they would make up their 
minds later and come back. They did 
not return. The substitution was not dis- 
covered until some time afterward. The 
ring stolen had a 2.65 carat diamond, 
surrounded by 14 small stones. 


A. S. Perry, young sales and merchan- 
dising expert, is now conducting an ad- 
vertising sales promotion and merchan- 
dising service for retail jewelers of the 
Southeast. Mr. Perry, who until re- 
cently had been with Holzman, retail 
jewelers in Atlanta, Ga., is now con- 
nected with Maier & Berkele in the same 
city. In addition he handles the mer- 
chandising activities of the stores of the 
Elebash Jewelry Co. in Columbus, Ga., 
and Montgomery, Ala. and the Le- 
Grand jewelry stores in Jackson, Miss., 
and Chattanooga, Tenn.; the William 
Schweigert Co. store in Augusta, Ga. 
and the J. Tom Cook jewelry store in 
Macon, Ga. 

An educational show was staged by 
the Pensacola, Fla., store of the Elebash 
Jewelry firm last month in observance 
of its founding 20 years ago. An ex- 
hibit of old Elgin watches was made and 
a contest to find the oldest Elgin in Pen- 
sacola, with a watch of the newest de- 
sign as a prize. The jewelry business 
was purchased in April, 1919, by Eugene 
and LeGrand Elebash, who had started 
their successsful careers in the trade in 
Selma, Ala., in 1913. Five years ago the 
business was moved into the present 
modern establishment. New lines have 
been added from time to time, one of 
the most successful being that of cam- 
eras and photographic equipment which 
was started six months ago. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for May, 1939 











Chesapeake Bay Boat Trip 
Entertainment Feature of 
Tri-State Convention, May 7-8 


BattrimorE—The boat trip down the 
Chesapeake Bay on a large bay liner will 
again be the big event to attract hun- 
dreds in all branches of the trade to the 
annual convention of the Maryland-Dela- 
ware-District of Columbia R.J.A., which 
will be held at the Lord Baltimore Hotel, 
here, May 7 and 8. 

The theme of this the 25th convention, 
will be silver, according to C. Howard 
Milliken, this city, chairman of the gen- 
eral committee, which met here, April 14, 
to complete plans. The boat trip, to be 
held, rain or shine, will begin at 3:30 
p. m., Sunday. There’ll be music, dancing 
and a buffet supper served on board. 

H. J. Schwarz, president of the 
Jewelers Association of Baltimore, will 
make the address of welcome at the first 
business session Monday. William G. 
Thurber, Providence, vice-president of 
ANRJA and chairman of its silver com- 
mittee, will talk on silver, and Jack J. 
Felsenfeld, New York, will use motion 
pictures to illustrate his talk on “Cul- 
tured Pearls—Their Proper Recognition 
in the Jewelry Industry.” 

Mayor Howard W. Jackson will bid 
the jewelers welcome at a luncheon on 
Monday. At the business session which 
will ensue, G. H. Niemeyer, president of 
Handy & Harmon, will speak on the sub- 
ject “Facing the Facts.” H. S. Mosher 
will speak in behalf of the Jewelers 
Security Alliance. Reports and elections 
will follow. The banquet will be held 
in the evening. The ladies will also have 
a luncheon, musicale and tea, Monday. 

The committee chairmen are: Program, 
Jay G. Engel, and Millard S. Braun, 
vice-chairman; publicity, Phil Katz; en- 
tertainment, S. Judson Mealy; registra- 
tion, Leon J. Engel; reception, John H. 
Fetting; banquet, Sydney J. Ross; fi- 
nance, Henry C. Garthe, and ladies’ re- 
ception, Mrs. Leon J. Engel. 


South Carolina Convention 
Debates Watchmaker Licensing 
And Pushes 2nd Hand Watch Law 


Anperson, S. C.—Discussions on sec- 
ond-hand watch legislation, watchmaker- 
licensing and guarantees on silver plated 
ware occupied the attention of the South 
Carolina R.J.A. at its annual conclave at 
the John C. Calhoun Hotel, here, April 
16 and 17. A committee composed of 
W. C. Sylvan, Columbia; L. H. Lachi- 
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cotte, Columbia, and R. E. Cochran, An- 
derson, was named to investigate the 
matter of watchmaker licensing, and the 
legislative committee was instructed to 
move to get a second-hand watch law. 

Harry Matthew, Asheville, N. C., spoke 
on behalf of ANRJA and the Jewelry 
Industry Publicity Board. Members 
were urged to subscribe to the latter and 
a contribution of $50 was voted for the 
association. 

Officers elected for the year were: J. B. 
Folsom, Sumter, president; Harry Gall, 
Florence, first vice-president; R. E. 
Cochran, Anderson, second vice-presi- 
dent; R. J. Ortmann, Charleston, secre- 
tary-treasurer, and directors, R. D. Lewis, 
Spartansburg, chairman, J. Gaston Al- 
bea, Aiken, J. B. Sylvan, Columbia; D. 
T. Denny, Bishopsville, and H. K. Thay- 
er, Greenwood. It was voted to meet 
next year at Columbia. 

A banquet was held Monday night, 
April 17, and was followed by a dance 
at the Anderson Country Club. 





Texas Convention Opposes Sales 
And Luxury Taxes, Optometrist Bill 


Datias, Texas—The Texas R.J.A. at 
its 33rd annual convention at the Hotel 
Adolphus here March 27 and 28, went 
on record as opposing sales and luxury 
taxes and the optometrist bill pending 
before the state legislature. In _ refer- 
ence to the proposed sales and luxury 
taxes R. D. Armstrong, retiring presi- 
dent, said, “Business has tightened its 
belt and has gotten by. The government 
should try to do likewise.” 

Sankey Park, Bryan, was elected presi- 
dent, to succeed R. D. Armstrong, of 
Waco. Others elected were: J. A. Jacobs, 
Port Arthur, first vice-president; Mel- 
rose Tappan, Sherman, second vice-presi- 
dent; B. L. Turner, Corpus Christi, sec- 
retary, and directors, R. D. Armstrong, 
Clay Anderson, Lubbock; B. O. Perdue, 
Crockett; Harry Fieldson, San Antonio; 
Vernon Barnes, Victoria; H. J. Ganter, 
Galveston, and R. J. Slagle, Houston, 
chairman of the legislative committee. 

Galveston was elected as the 1940 con- 
vention city. 


Tennessee W. & J. Conclave 


NasHvILLE, Tenn.—The fifth annual 
convention of the Tennessee Watch- 
makers and Jewelers Association will- be 
held at the Noel Hotel, here, May 7, 8 
and 9. Jesse E. Coleman, past president 
and convention chairman, announces that 
plans are about complete for the best 
convention ever. 

Of particular interest will be technical 
exhibits by the Elgin, Hamilton and 
Waltham watch companies. 

The opening address will be delivered 
Carpenter, of Albert 
Walker: & Co., Providence, R. I., and 
president of the Jewelers Board of 
Trade, at 7 P. M., Sunday night. The 
annual banquet will be held Monday 
night and the principal speaker will be 
A. C. Becken, a past president of the 
Chicago R.J.A. Fred Lund, of Chicago, 
will also speak at the sessions. 

Charles Maskall, Knoxville, and Ralph 
Langreck, of Nashville, are president 
and secretary, respectively, of the asso- 
ciation. 
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No. | Cordial Cup 
7” Card or Cordial Tray 


Cordial: $8.40 dozen, net $100.00 Gross, net 
Tray: 4'/> ozs.: $3.25 each $36.00 Dozen, net 


A Real Promotion Item—Better Silver for 
Better Living—Finest Reorder Items We've 
Had In Years. 


A. G. SCHULTZ CO. 


423 East Lombard Street 
BALTIMORE, MARYLAND 














Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 


The Jewelers’ Circular-Keystone 
Chestnut & 54th Sts. 239 West 39th St. 
Philadelphia, Pa. New York City 
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Reliees” Replated 
SWARTZ & CO. .- 


10 S. Wabash Ave. Chicago, Ill. 
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Your JOBBER HAs 


NEWALL 
“Quality Findings” CO 





The Newall Mfg. Co. - Chicago 


Srcompbarable 


BECKER-HECKMAN CO. 
28 E. Madison St. 


DIAMOND CUTTING 


Re-Cutting Price Net—Special 


Y% and % Carat $5) % and % Carat $9 
% and 4% Carat 7| % and 1 Carat 10 


Removing Chips $1.50 to $3.00 


Estimates Furnished 








CHICAGO, ILL. 


















Memo selection of diamonds on request. 


Stein & Ellbogen Company 
Diamond Cutters and Importers 
55 East Washington St., Chicago, Ill. 











if you want a Complete Catalog of 


® FULLERS FINDINGS 


to assist and enable you to 
ORDER FROM YOUR JOBBER 
Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, Ill. 








GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 














Send Glass Sizes for Estimate 
Designs and Materiais - No ODligation 


CAMDEN ARTCRAFT CO. 160 N.Wells St. 


CHICAGO. ILL. 








_ M. Manas, of M. Manas & Co., Padu- 
cah, Ky., visited friends and transacted 
business here last month. 


Massover Bros., manufacturers of goid 
and platinum jewelry, have taken Suite 
1228, at 30 W. Washington St. 

E. L. Stern, Jacques Kreisler Sales 
Corp., New York, recently visited their 
Chicago office en route home from a 
business and pleasure trip to California. 

R. B. Noyes, president of Oneida, Ltd., 
visited their Chicago office and manager, 
R. S. Hulbert, last month as he returned 
home from a five weeks’ visit on the 
Pacific Coast. 

The offices and display rooms of the 
Wm. A. Rogers, Ltd., at 10 S. Wabash 
Ave., have been enlarged and completely 
modernized, making very attractive and 
efficient quarters. 

D. J. B. Prins of Son & Prins, dia- 
mond importers, left Chicago April 20 
to sail on the Queen Mary for a rush 
buying trip to the diamond markets of 
Europe and expects to return early this 
month. 

The Brandt Jewelry & Optical Co. was 
recently incorporated by B. Anderson, 
R. H. Cantor and Harry May. The 
business will be conducted in a store 
room of the Kaskaskia Hotel Building in 
La Salle, Ill. 

Weksler & Goodman, Inc., American 
distributors of Alton watches, have en- 
larged and remodeled their offices and 
plant at 5 So. Wabash Ave., and now 
have a large separate room for their 
watchmakers and assemblers. 

Howard Schaeffer, vice-president in 
charge of sales, Elgin National Watch 
Co., is expected to return to Chicago 
early in May, accompanied by Mrs. 
Schaeffer and their daughter, after spend- 
ing several weeks in Florida resorts. 

The Chicago Horological- Guild held 
a most interesting meeting in room 529 
of the Pittsfield building the night of 
April 31. Most of the evening was de- 
voted to a study of watch timing record- 
ers which were demonstrated and ex- 
plained. 

Dick Showerman, representing B. A. 
Ballou & Co., and one of the most popu- 
lar young men in the trade circles of 
Chicago, recently announced his mar- 
riage in February to Miss Frances Jag- 
min of South Bend. They will reside in 
Chicago. 

Nicholas E. Wathier, 75, died April 9 
in his home, 238 S. Ashland Ave. Mr. 
Wathier spent many years in the retail 
jewelry business in Chicago and suc- 
ceeded his father, Joseph P. Wathier, 
who established one of the first jewelry 
stores in Chicago on the site now occu- 
pied by the Merchandise Mart. Later 
a second store was opened on Milwaukee 
Ave. Mr. Wathier, who is survived by 
his widow and two daughters, retired 
from active business about three years 
ago. 

When the umpire says, “play ball” at 
the Grant Park soft ball park, May 5, 
the 1939 series of the Chicago Wholesale 
Jewelers soft ball league will start. 
Wilfred Zimmerman, A. C. Becken Co., 
is president and Thomas Kouzmanoff, 
Benj. Allen & Co., is vice-president of 
the league. Nine teams representing the 
following wholesale houses will partici- 
pate: Benj. Allen & Co., The Ball Co., 
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A. C. Becken Co., Emil Braude & Sons 
Jas. Hagn Co., International Silver Co, 
S. Buchsbaum & Co., Swartchild & Co, 
and Swartz & Co. 

About 75 members of the Chicago 
Jewelers Association attended the regu- 
lar monthly luncheon meeting at the 


Sherman Hotel April 20. ‘The session 
was brief and among the reports sub- 
mitted was that of the nominating com- 
mittee. At the annual dinner and busi- 
ness meeting in the Crystal room of the 
Sherman Hotel the night of May 18, the 
members will be asked to vote for the 
following slate: President, Myron J, 
Kelly, of Lunt Silversmiths; vice-presi- 
dent, George Englehard, National Jew- 
eler; treasurer, R. S. Hulbert, Oneida, 
Ltd., and directors to serve for a term 
of two years: T. A. Potter, Elgin Watch 
Co.; David Newman, D. E. Newman, 
Inc.; Mead Montgomery, M. A. Mead & 
Co., and Harry Mitchell, R. F. Simmons 
Co. 

While returning from St. Louis on 
April 4, the automobile driven by Louis 
Lang, of Louis Lang & Co., 29 E. Madi- 
son St., was curbed at 59th and Ogden 
Ave. by three men in another car. Two 
men got in the Lang car and were fol- 
lowed by the bandit car to a lonely spot 
near Hawthorne Racetrack, where they 
robbed Lang of diamond and platinum 
jewelry and sales records for the week’s 
trip. Mr. Lang carried no insurance. 
He was accompanied from St. Louis by 
Irving Heller and David Db, repre- 
senting Metro Jewelry Co., New York, 
who also were robbed of their samples, 
which were insured. By mail the three 
men had arranged to make the southern 
business trip together, meeting in Cin- 
cinnati on March 14. 





Good Sales of Watches 
Reflected in Elgin Statement 


Cuicaco—“Most satisfactory” selling 
conditions for spring of this year are 
reflected in 1939 sales to date of the El- 
gin National Watch Co., according to 
an announcement by T. Albert Potter, 
president, in the company’s annual finan- 
cial statement to shareholders. Net profit 
of $685,046.28; $1.71 per share, for the 
fiscal year just ended reflects a rapid 
upturn in business during the fall of 
1938, offsetting general slack business 
conditions during the first half of the 
year, Mr. Potter said. 

“Although total profits for 1938 fell 
behind 1937’s profits of $1,396,084.19, 
sales for the latter half of the year past 
showed a marked improvement,” Mr. 
Potter said. “Indications are that 1939 
business will continue to build on the 
gains shown in the past two months.” 





Sioux Ciry, N. D.—The Thorpe & Co. 
jewelry store was robbed of jewelry val- 
ued at about $1,000 when _ robbers 
smashed a show window. 











CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, Ill. 
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Elgin Fair Trade 


Contracts Extend 


Through 44 States 


Exon, Int.—The Elgin National Watch 
Co., the first watch manufacturer to 
protect its retail distributors against the 
injurious effects of price cutting by es- 
tablishing retail prices under the Fair 
Trade laws, recently announced that it 
intends to extend that policy by the 
issuance of contracts in all states which 
have enacted such laws. The Elgin com- 
pany inaugurated this policy with the 
issuance of retail sales contracts in IIli- 
nois on Jan. 15, 1937. Shortly after the 
passage of the Miller-Tydings federal 
enabling legislation in August of 1937, 
it issued similar contracts under the Fair 
Trade acts of certain other states. Con- 
tracts have recently been mailed to New 
York and the remaining states will be 
covered as rapidly as possible. At the 
present time forty-four states have Fair 
Trade laws. 

That the Elgin company intends to 
protect its dealers to the fullest extent 
permitted by law is not only evidenced 
by the general distribution now being 
made of contracts under the Fair Trade 
acts, but also by the fact that on April 
12 it instituted a suit under its contract 
and the law in Illinois at Quincy against 
Kenneth Hull, a local retail jeweler, and 
obtained on the same day a preliminary 
injunction restraining him from adver- 
tising, offering for sale or selling Elgin 
watches at less than established prices. 
Hull had been conducting an auction at 
which Elgin watches and other nationally 
advertised lines were being sold to the 
highest bidder without regard to retail 
prices. The action was taken to protect 
the jewelry trade of Quincy. 





80 Exhibitors Already Booked 
For N.A.C.J. Convention 
Sept. 17-20 in Chicago 


Cuicaco— The National Association 
of Credit Jewelers has officially an- 
nounced that its 13th annual convention 
and jewelry exhibition will again be held 
at Hotel Sherman here, Sept. 17 to 20. 

Attention is called to the fact that 
this year the convention and exhibition 
will be open from Sunday morning, Sept. 
17, to 5 P. M. Wednesday, Sept. 20, and 
the banquet will be held the night of 
Sept. 20 in a place to be designated 
later. 

The optimistic business outlook is re- 
flected in the sale of exhibition space, 
which opened March 1. Reservations 
have already been received from 80 
manufacturers for 115 display spaces 
and 12 display rooms. With only 182 
spaces available, this indicates a com- 
plete sellout of exhibition space before 
June 1, 

Advance reservations already received 
at Hotel Sherman indicate that retailer 
interest in the convention is greater than 
ever and the association is confident 
that its all-time high attendance of more 
than 5,000 at the 1938 convention will 
be surpassed in 1939. Nothing will be 
left undone to publicize the convention 
and to attract the retailer buyers who 
will be interested in merchandise for 
their Fall and holiday trade. 

An interesting and timely business 
program is being formulated. 
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125 at 33rd Convention 
of Missouri R.J.A. 


JEFFERSON Crry, Mo.—An afternoon and 
evening, April 16, at the Sunnyside Club, 
a private fishing club on the Missouri 
river owned by George and Clifford 
Porth, Jefferson City jewelers, was a 
pleasant prelude for 125 jewelers and 
guests who the next day met here for 
the 33rd annual state R.J.A. convention. 

The next day retail sales and display 
were discussed by Louis Hamilton of 
Selle’s, St. Louis; W. G. Drosten, of St. 
Louis, and William E. Pennel, Trenton. 
Other subjects were deferred selling, led 
by Tinley L. Combs, Omaha, regional 
vice-president of A.N.R.J.A., and the 
benefits of membership in the Jewelers 
Security Alliance, by E. R. Kessler, 
superintendent of Pinkerton’s Kansas 
City office. 

W. G. Drosten, St. Louis, presented 
the Jewelry Industry Publicity Board’s 
program for 1939 and urged every jew- 
eler to support. 


The afternoon session was opened by | 
Carrol C. Seghers, Gruen Watch Co., | 


whose hobby is advertising, and he 
proved that he is master of his hobby. 
Tom O’Connell told about the Elgin 
building at the New York Fair and in- 
vited all to visit them there, and stated 
that Aug. 18 has been set aside as Elgin 
day. 

The repair department clinic conducted 
by Phil A. Dallmeyer, Jefferson City, 
and W. R. Hastings of Harry A. Butter- 
field Company, Joplin, proved interesting. 

W. I. Betts, Independence, president 
of the Missouri unit of the United Horo- 
logical Association of America, told 
about the work this organization is doing 
and asked the jewelers to support their 
efforts to have a watchmakers’ license 
law passed in Missouri. 

The officers elected are: Fred W. 
Pilcher, Mexico, president; Harry G. 
Butterfield, Joplin, vice-president; Fred 
Sands, Kansas City, secretary-treasurer, 
who with the following constitute the 
executive committee: George M. Porth 
and Phil A. Dallmeyer, Jefferson City; 
Oliver Selle, W. G. Drosten, and Henry 
Koke, St. Louis; Walter M. Jaccard, 
Kansas City, and Chas. E. Tieman, Cali- 
fornia. 


Look Who's Coming 
Through the Skylight! 


PuitapeLpH1a— An unemployed ad- 
vertising solicitor fleeing from a detec- 
tive who sought to arrest him on a bad 
check charge created a sensation in the 
store of S. Kind & Sons, Chestnut St. at 
Broad, April 19, when he fell through a 
skylight into the store’s second floor 
wholesale department. 

The man leaped to the roof of the 
Kind store from a nearby office building 
and apparently inadvertently crashed 
through the skylight, landing amongst a 
group of startled employes. He shook 
off a store employe, and, unacquainted 
with the exits, fled to a corner where he 
found himself trapped, except for pos- 
sible escape via a dumb waiter. 

Fleeing down this to the first floor, the 
fugitive sought to dash out the main 
store entrance but was seized by Warren 
Fenner, a clerk in the silver department, 
and Herbert Windt, a private detective 
upon whom Fenier was waiting. By this 
time 10 traffic police and city detectives 
swarmed into the store after a general 
alarm and arrested the fugitive. 
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WATCH DIALS 
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MICHIGAN DIAL REFINISHING CO, 
612 METROPOLITAN BLDG. 
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“THE OLD TATTLER" RADIO PROGRAM 
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A MILLION DOLLARS 


of discontinued sterling and silverplated 
flatware is laying idle in Jewelers’ cases. 
We will help you dispose of it at 50% of 
the retail price—Rush us your list of all 
pieces—We sell at 75% of retail price. 


SILVER STATE EXCHANGE 
Box 695, Colerado Springs, Colo. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 




















GOLD and SILVER 


Scrap and Wastes 


IPUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 





GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished 


“VERNON-BENSHOFF CO. ' 
933 Ridge Ave. Pittsburgh, Pa. 


JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bidg., Pittsburgh. Pa. ATlantic 2336 










































DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
al! orders. 


TRIANGLE 
JEWELRY MFG.CO. 


602 Clark Bido.. Pittsburgh, Pa. At. 7723 














M. Z. Weiss of McKeesport is moving 
to a new and better location. 

Rogers Credit Jewelers, Liberty Ave., 
are planning to install a new store front. 

Sam E. Hall, Hall Bros. Co., has re- 
turned from a vacation in Miami Beach, 
Fla. 

Mack Schoenberg early last month 
opened a new jewelry store at 921 State 
Street, Erie, Pa. 

Herman Auerbach, Pittsburgh district 
manager for M. A. Meade & Co., Clark 
Bldg., has been confined at home by 
illness. 

Oscar G. Carlson has sold his store in 
Steubcnoville, Ohio, to James G. Kirken- 
dall, who will operate it as Carlson 
Jewelry. 

Plans are under way for the remodel- 
ing of Hochberg’s Jewelry Store, La- 
trobe, Pa. Miss Mary Jane Wilson is 
manager. 

The Ollendorf Watch Co., Clark Bldg., 
are making extensive alterations. Like- 
wise, the Keystone Jewelry Mfg. Co. in 
the same building. 

J. Loughrey Roberts of John M. Rob- 
erts & Son Co. recently purchased two 
walk-trot saddle horses. He maintains 
one of the finest stables of show horses 
in the city. 

. N. Kirschbaum, Duquesne, Pa., 
has re-opened the jewelry store in In- 
diana, Pa., formerly known as Le Nardes 
Jewelry Store. The business will now be 
known as Rodgers Credit Jewelers. 

Theft of thousands of dollars’ worth 
of jewelry and bonds from the home 
of J. R. Pugh, Pugh Bros., was reported 
to police recently. Members of the fam- 
ily were away when the robbery oc- 
curred. 

Mrs. Eva Unger, well-known philan- 
thropist and mother of Max Unger, local 
credit jeweler, died at her home in 
Pittsburgh, April 5, at the age of 65. 
Seven other children, three sisters and 
two brothers survive. 

Paul S. Hardy, president of Hardy & 
Hayes Co., says that business is cur- 
rently running 15 or 20 per cent ahead 
of last year. The firm is employing ef- 
fective newspaper advertising and _ re- 
cently added a professional advertising 
manager to the staff. 

Oliver Kaufmann, department store 
executive, has named Emanuel Grafner 
of Grafner Bros., wholesale jewelers, 
chairman of the jewelry division for the 
United Jewish Fund Campaign in this 
district. A fund of $20,000,000 is being 
raised throughout the nation. Members 
of Mr. Grafner’s committee include The- 
odore Abrams, Herman Auerbach, Larry 





THE SAMUEL WEINHAUS COMPANY 


DISTRIBUTORS OF NATIONALLY KNOWN MERCHANDISE 
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$99.15 


CAMERAS 


LANCERS “UNIVEX" PREMIER 
A NEW SERIES OF 15 
JEWEL WATCHES FOR AND A NEW 6% LIGNE SERIES 
MEN TO RETAIL AT "FALCON" OF LADIES' WATCHES 


Write For Information 


WALTHAM 


NOW READY 








THE MOST DIVERSIFIED LINE IN THE TRI-STATE DISTRICT 





720-722 PENN AVENUE 


PITTSBURGH, PENNA. 
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Biggard, Leonard D. Helfer, J. Wein. 
thal, Fred Gluck, Philip Kraus, William 
Barron, Martin Kramer, Reuben Cap- 
lan, David Mallinger and William {. 
Grafner. 

After 53 years, the house of Sam R, 
Sipe, Diamond and Wood Sts., is retir. 
ing from business. Founded more than 
a half century ago by the late Sam F. 
Sipe, Sr., in the old Dispatch Bldg., 
Smithfield and Diamond Sts., the firm 
at one time was listed as an outstandin 
diamond importing house. C. Glenn Sipe, 
present head, plans to retire from active 
participation in the jewelry business and 
his sons will also enter other lines, 
Frank Stitt, long associated with this 
house, expects to engage in some phase 
of the jewelry business at a later date, 

More than 100 members of the Retail 
Jewelers’ Association of Western Penn- 
sylvania were present Friday night, April 
13, at a meeting in the Roosevelt Hotel 
and heard a report of the Association’s 
legislative committee. The association 
plans to clean up a number of evils in 
the trade and the movement has the co- 
operation of the Better Business Bureau 
and local newspapers. Other commercial 
and civic interests were represented at 
the meeting, including the Chamber of 
Commerce of Pittsburgh, the Retail 
Merchants Association, Electric League, 
Hardware Association and the Retail 
Furniture Association. One of the ob- 
jectives of the local group is to fight the 
introduction of “industrial jewelry cata- 
logs” by outside firms, and in this par- 
ticular, the association is contacting 
every Chamber of Commerce in_ the 
United States. This activity has the en- 
dorsement of Dr. James H. Greene, sec- 
retary-manager of the Pittsburgh Cham- 
ber of Commerce, who attended the 
meeting. Originally organized to include 
only Western Pennsylvania jewelers, the 
association is broadening its scepe and 
is bringing Harrisburg, Johnstown and 
Erie jewelers into the membership. No 
definite date has been set for the charter 
dinner which will probably be held in 
May or June. 





KEENE APPLIANCE CO. FORMED 

Ann Arsor, Micu.—Announcement of 
the formation of the Keene Appliance 
Co. has been made by W. Keene Jackson, 
head of the company, for the purpose of 
manufacturing and distributing radio 
sets and electrical appliances. Plans are 
under way for an early presentation of 
a new line of Keene radio, which will 
be marketed through distributors, assist- 
ed by strong territorial sales organiza- 
tions. 

W. Keene Jackson was formerly sales 
manager of International Radio Corp. 
for over eight years and prior to that 
sales manager of one of the largest Na- 
tional radio sales organizations in the 
country. - 


Carl A. Doubet marked the 25th anni- 
versary of his Chester, Pa. jewelry 
store, recently. Before coming to 
Chester Mr. Doubet operated a business 
in Washington, D. C., for ten years. 
Previous to that time he had been a 
watchmaker at Meadville, Pa.; Stamford, 
Conn.; Schenectady, N. Y., and Wash- 
ington. His oldest son, Carl A. Doubet, 
Jr., opened a jewelry store in Wilming- 
ton, Del., last October. 
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Earl Sieglitz and family of Calexico 
recently spent a few days in the city. 


‘The Asa-Dorian Jewelry Co. has moved 


to 1822 S. Meadowbrook Ave., Los 
Angeles. 

B. J. Hersch, of Frederick J. Essig 
& Co., Chicago, called on gem merchants 
here last month. 

Sam Hurwitz, of the U. S. Diamond 
Co., located in the Brack Shops, died 
suddenly, April 10. 

J. P. Spitzel, diamond merchant, will 
give a talk on diamonds at the next 
meeting of the Southwest Jewelers As- 
sociation. 

Rene Vicaigue, late of Brock & Co., 
who now resides in San Francisco and 
is in business for himself, was here for 
a few days. 

Earl Miller, of Lancaster, a jeweler 
for the past 32 years, has sold his busi- 
ness to Keith Tindall and will open a 
new store soon. 

tdgar “Treats ’em Right” Wight, 
Ontario, Cal., jeweler, who had greatly 
improved his store, moved into a brand 
new location, next door. 

An electric watch - timing device, 
which uses a tuning fork instead of a 
master watch, is soon to be distributed 
by the E. W. Reynolds Co. 

Mr. & Mrs. Robert A. McMullen, of 
the Souhwest Gem & Jewelry Co., 315 
W. 5th St., attended the convention of 
mineralogical societies at San Bernar- 
dino April 15 and 16. 

J. H. Henkes has opened a _ jewelry 
store at 10911 Kinross St. in the West- 
wood Village district of Los Angeles. 
He was formerly identified with the 
Westwood Village Jewelers. 

Arthur Care, of E. W. Reynolds Co., 
vice-president of the National Wholesale 
Jewelers Association, en route to the 
June convention in Boston, will visit the 
World’s Fair in New York City and call 
on the factories which his firm repre- 
sents. 

Craig Munson, vice-president and 
sales manager; H. C. Wilcox, head of 
the sterling and plated hollow-ware di- 
vision, and Herbert Reeves, comptroller, 
of the International Silver Co., of Meri- 
den, Conn., were here last month looking 
after their western business. 

The Kirk-Rich Dial Corp. have opened 
a new office and shop, in the Latham 
Square Bldg., Oakland, Cal. This new, 
modernly equipped shop will refinish all 
types of watch and clock dials, fit crys- 
tals, repair lighters and electric shavers. 
Richard Weiss, formerly of the Los An- 





QUICK CASH PAID FOR 


RETAIL 


JEWELRY STORES 


Wholesale Stocks, Surplus Dia- 
monds, Watches, etc. Ship Us Your 
Small Deals. 


Write or Wire for Representative 
Correspondence Invited 


657 S. 4th St., 





B & B STOCK BUYERS 


Louisville, Ky. 
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geles office, will be in charge of the dial 
refinishing, and Winfield Withers of San 
Francisco, will be in charge of the crys- 
tal fitting department. K. B. Kirk, 
president, is now in Chicago, and will 
spend about three months in all the prin- 
cipal cities of the East before returning 
to the Coast. 

louis C. Krueger, 78, wholesale jew- 
eler and importer at 448 S. Hill St., Los 
Angeles, died March 23, after an illness 
of many months. Born in Germany he 
came to this country at the age of five. 
He started in the trade as a young boy 
and at 19 opened a retail store. Later 
he opened a wholesale stone house which 
became one of the largest in Chicago. 
In 1917 he sold the business to Monfort 
& Prues but it is still known as Krueger 
& Co. In 1920 he moved to New York 
and had businesses on Maiden Lane and 
Nassau St., but in 1924 went to Los 
Angeles where Mrs. Krueger is con- 
ducting the business. He continued to 
travel between the West and New York 
until a few years ago when his age and 
ill health caused his retirement. 

The W. E. Thompson Jewelry Co., 
Santa Monica, Cal., warns jewelers in 
the West and South of the fraudulent 
activities of a woman who represents 
herself as an employe of the Immigration 
and Naturalization Service, of the U. S. 
Department of Commerce, and exhibits 
Immigration Service Badge No. 618, in 
order to make purchases for which she 
gives worthless checks. The Immigration 
service reports that the Federal Bureau 
of Investigation has been trying to ap- 
prehend her since January, 1939. She 
has been described as being anywhere 
from 30 to 40 years of age; from 5 to 5 
feet, 6 inches tall; weighing about 150 
pounds, medium stout; and well-groomed. 
At the Thompson store she also showed 
a Texaco Credit card and a number of 
cancelled Texaco bills. 


A.N.R.J.A. Not to Fill — 
Pacific Office Until August 


Although the matter rests in the hands 
of the executive committee of A.N.R.J.A, 
it is considered unlikely that a successor 
will be named to fill the unexpired term 
of Arthur H. Dibbern, Glendale, Cal., 
who on March 20, submitted his resig- 
nation as vice-president for the Pacific 
Coast region. 

Charles T. Evans, national secretary, 
points out that most of the conventions 
in the Western states, which would re- 
quire the presence of a national officer, 
have already been held, and it is need- 
less to appoint a man for the period 
until the election of national officers in 
August. 








Springfield, Mass., Watchmakers 
Organize U.H.A. Guild 


SprinGFieLp, Mass.—Watchmakers or- 
ganized a U.H.A. guild here, April 13, 
at a meeting of 21 charter members. 
Officers elected were: Alfred Trappier, 
president; Elsworth Richardson, vice- 
president; G. S. Grimes, treasurer, and 
John Kerney, secretary. Watchmakers 
from Holyoke and other nearby towns 
attended the meeting. Officers of the 
state guild who installed the local group 
were, Col. W. H. Bright, president, Bos- 
ton; Clifford N. Barton, vice-president, 
of Worcester; William P. Fillebrown, 
secretary, of Dorchester; J. Edward Bo- 
gage, national trustee, of Worcester, and 
Chester J. Laverty, executive committee- 
man, of Worcester. 
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JEWELRY and OPTICAL 
DISPLAYERS 


of CRYSTAL CLEAR LUCITE 


NEW! 
SMART! 
DIFFERENT! 


Add sparkling freshness to your 
displays 


STEP UP SALES 


Write for illustrations of our 


latest creations 


DISPLAY FASHIONS 


439 SO. LOS ANGELES STREET 
LOS ANGELES, CALIF. 


Limited territory open to first class man 
with select clientele. Highest references 
required. 














1914 1939 


29TH 
ANNIVERSARY 


25 years of service to jewelers 
25 years of savings to jewelers 
25 years of safety to jewelers 


SPELLS 


25 years of satisfaction to our 
thousands of policyholders 
throughout the United States 
and Alaska. 


If you are not yet one of our 
policyholders, in justice to 
yourself, you should inquire 
about our plan of operation 
and savings. 


FIRE INSURAN 


JEWELERS INSUR 
NEENAH, WI 

















Diamond Rings - - “Specializing in 
Diamond Rings 
you can sell. 

Jewelry «= ¢ + © + +Largest assort- 
ment and lat- 
est styles. 

Kenwood Watches -You can sell 
with satisfac- 
tion and right 
price. 


KLEIN BROS. CO. 
WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 











LOCKETS 


Complete with 18- 
inch Rope Chains 
all 1/20 12Kt. GF 
Quality put up in 
individual gift dis- 
play boxes. 


ONLY $4.00 

EA. KEYSTONE 
| Five Different Shapes 
_ Available, Including 
* 3 Heart Shape. Send for 

Selection Today. 


S. SILVERMAN CO. 


525 WALNUT ST. CINCINNATI, O. 











FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 
*xZONES 7-8-138-17 
WALTHAM PREMIER WATCHES 
1847 ROGERS BROS.— 
WM. ROGERS SON— 
COMMUNITY SILVER PLATE 


Also all well known jewelry lines 


GERWE-FROHMAN CO. 
CINCINNATI OHIO 











AT YOUR SERVICE 
ELGINS — *HAMILTONS 


*Zones 6-7-8 


VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 


You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of quality and service. 
18 West Seventh St. Cincinnati, Ohio 











DIAMOND-CUTTING 


expert work... fast service 


$ 9.00 per carat 
. 10.00 per carat 
pi 0,00 ol tam or: Var: Be 
12.00 per carat 
ir a0 Oo] tam or: Bar: bd 
16.00 per carat 
18.00 per carat 
26.00 per carat 


SONS 


Cincinnati, 


LITWIN & 


114 West 6th Street, Ohio 














Russell Wade, watchmaker, leased an 
office at 609 Glenn Building, Fifth and 
Race Sts. Mary E. Donovan, a jewelry 
designer, has leased room 413 in that 
building. 

Howard Evans of Chas. W. Evans & 
Son, Urbana, Ohio, attended the opening 
game of the Reds with Pittsburgh at 
Cincinnati as the guest of the D. Jacobs 
Sons Co. 

David Michaelson, diamond setter of 
the Sauer Co., in the Glenn Building, was 
reported to be improving in health. He 
spent a little time under an oxygen tent 
at the Jewish Hospital during his illness. 

Keglers of Frank Herschede’ Co., Inc., 
124 KE. 4th St., taught a quintette from 
the Gerwe-Frohman Co. how to bowl. 
In a three-game set the retail jewelers 
scored 2385, while the wholesale house 
representatives with seven men could 
only knock down pins totaling 2192. 

Edward F. Herschede, president of 
Frank Herschede Co., Inc., took part 
in the annual meeting of the Retail 
Jewelers Research Group at Hershey, 
Pa. While on the trip he visited the 
Hamilton watch piant at Lancaster. Mr. 
Herschede and his son Edward, Jr., 
also participated in the gemological con- 
clave at Chicago. 

Mrs. Marie T. von Unruh, 75, mother 
of Henry von Unruh, president of the 
Ohio Retail Jewelers’ Association, died 
of pneumonia at her home, 293 Bodmann 
Ave., this city. Other survivors include 
Dr. Bernard W. von Unruh, a son, and 
Mrs. Anna von Unruh Woolley, a 
daughter. The decedent was the widow 
of Herman J. von Unruh, a watchmaker, 
who died 23 years ago. 

Some of the places he visited with a 
pack on his back and a rifle in his hand 
will be re-viewed by Cherry Fisher of 
the Greenwold-Grift Co. when he tours 
Europe with Mrs. Fisher and_ their 
daughter Elaine. The trip will be taken 


| during June and July and the itinerary 





includes the old battlefields of France. 
The trio will also go through Switzer- 
land, Germany, the Netherlands, and 
England. 

The third burglary in two years was 
made at Ben’s Jewelry store, 4568 Main 
Ave., Norwood, just before Easter. The 
burglars got away with rings valued at 
$200 but dropped 10 diamond rings and 


| a brown leather satchel on the pavement 


in front of the store. A night or two 


| before the Norwood robbery two men 





crashed a window of the American 
Jewelry Co., 33 E. 6th St., and seized 
rings and watches valued at $421.15. A 
display case of Loring Andrews Co., 117 
E. 4th St., was broken on Easter Sun- 
day by a thief who took jewelry valued 
at $500. 

The first spring meeting of the Town 
Criers was held at a recently opened 
cafe on Vine St., April 14, with L. R. 
Olsson, vice-president and representative 
of the Waltham Watch Co., presiding. 
The meeting was called by George EF. 
Brown, president, for the purpose of 
discussing the last drawn constitution, 
but with the ample flow of refreshments 
the entire discussion embraced a lot of 
playful kidding about proposed fishing 
trips. President Brown set the day for 
the session but he failed to show up. 
He had suddenly been called to Louis- 


| Ville, which put Olsson in the chair. 
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Ohio Watchmakers' Convention 
Cheers Licensing Prospect 


Cincinnati, April 17—A_ watchmak- 
ers’ licensing bill had been advanced 
from the judiciary to the rules commit- 
tee of the Senate in the Ohio Legislature, 
Frank Foegler told the cheering conven- 
tion of the Ohio Watchmakers Associa- 
tion here April 16. Foegler said there is 
a likelihood of its being passed before 
adjournment about the middle of May. 

The watchmakers were in session two 
days, with 41 delegates from Columbus, 
Toledo, Dayton, Galion, Circleville and 
the host city. A dinner dance opened 
the convention. 

The election brought the following re- 
sults: Lester W. Heimberger, Columbus, 
president; Rudolph Flaxmeyer, Cincin- 
nati, vice-president; Frank Foegler, Cin- 
cinnati, secretary-treasurer; William 
Funk, Cincinnati, sergeant-at-arms; E. 
S. Meyer, Toledo, unexpired term on ex- 
ecutive committee; W. J. Burns, Colum- 
bus, and S. S. Mosier, Akron, executive 
committee; Lee Luze, Columbus, state 
trustee to the national convention. 

The 1940 state meeting will be at Day- 
ton. William H. Samelius, director of 
Flgin Watchmakers College, was made a 
life member of the association. 





FOX RIVER CLUB ELECTS 


Green Bay, Wis.—The Fox River Val- 
ley and Lake Shore Jewelers Club has 
elected the following officers: C. J. 
Cauwenbergh, of this city, president; 
George Vander Zanden, also of this city, 
vice-president; E. Imig, of Sheboygan, 
secretary, and William Rather, of 
Neenah, treasurer. 




















Chips Polished Out 
Diamonds Reeut 
Wm. F. Schumer & Son, Inc. 


Diamond Cutters 
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SPECIAL BOXED JEWELRY 


MISS VANITY for WOMEN 
LORD JASON for GENTLEMEN 
Write for Selection 
THE D. JACOBS SONS CO. 
811 Race Street, Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 years. 














WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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Louis Bush, jeweler, 79 Washington 
st. on April 1 removed to 376 Bluehill 
Ave. 

Gilbert Ryder, jeweler, for several 
ears located at 8 Winter St., has moved 
to the fifth floor at 387 Washington St. 

Ralph Silman, watchmaker with 
Woodbury & McLeod, jewelers, Haver- 
hill, Mass., has returned after a four 
months’ rest at St. Petersburg. 

S. Howard Wright, jewelry salesman, 
with headquarters at 373 Washington 
St. who has been in the hospital for 
some weeks with pneumonia, has _ re- 
turned to his home in Waltham. 

Arthur M. Horne, treasurer of Shreve, 
Crump & Low Co., Boylston at Arling- 
ton Sts. and Mrs. Horne sailed April 
15 for a three-week holiday on the liner 
Lady Rodney to Bermuda, Nassau, and 
Kingston, Jamaica. 

A Rogers jewelry store, the third to 
be located in greater Boston, was opened 
recently in Davis Sq., Somerville. The 
other two Rogers stores in the Boston 
area are at 569 Washington St. and 563 
Massachusets Ave., Cambridge. 

Kettle, Blake & Read, jewelers, 387 
Washington St., have redecorated their 
sales office and added a diamond salon 
where unobstructed daylight prevails 
and, with increased show case display, 
makes a most attractive shop. 

Ralph Baker, of D. C. Percival & Co., 
wholesale jewelers, 373 Washington St., 
back from a six weeks’ trip to Massa- 
chusetts and northern New York, found 
the jewelers greatly encouraged by their 
sales in the past few weeks. 

Frederick J. Darby, 69, for 27 years 
head of the clock repair department of 
A. Stowell & Co., Inc., 24 Winter St., 
died at his home in Newton March 22. 
Mr. Darby served his apprenticeship as 
a clock maker in England, and came to 
Boston 36 years ago. 

E. L. Lndman, of Swartchild & Co., 
‘watchmakers. and jewelers supplies, Chi- 
cago, sales manager of the several 
branch offices, spent a few days last 
month at the Boston office, 387 Washing- 
ton St. with the local manager, John C. 
Nelson, meeting many of the firm’s New 
England customers. 

Shreve, Crump & Low Co., Boylston 
at Arlington St., have enlarged their 
china department. During the opening 
display a set of 12 service plates, valued 
at $12,000, were shown, together with 
many pieces from the service now in use 
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in the White House and others from the 


services of Presidents Harding and 
Wilson. 
President George Fletcher of the 


Jewelers Bowling League has perfected 
plans for the annual dinner to the win- 
ning team to be held May 13 at the 
Hotel Touraine. The final roll-off will 
be on May 5. Both wholesale and retail 
firms are represented in this 10-team 
league and the dinner is always a gala 
occasion. 

Maj. Paul M. Chamberlain, Keene, 
N. Y., who has spent the last few 
months on the west coast, on returning 
east, visited for a few days with friends 
in Waltham. Greater Boston has several 
enthusiastic timepiece collectors and the 
major’s visits are a signal for a get-to- 
gether, as he is a recognized authority 
on timekeepers, past and present. 

Miss Hope Whitehouse, daughter of 
J. H. Whitehouse, of Landen & Son, 
jewelers of Springfield, Mass., has been 
selected in a country-wide beauty con- 
test as the model for the front cover of 
one of national magazines for June. She 
will be portrayed as a bride. Mr. White- 
house, before acquiring the Landen & 
Son business, traveled for Heller & At- 
kins, Boston. 

The Boston Jewelers Club’s annual 
midseason “frolic” will be held in a new 
setting at the New Ocean House, 
Swampscott, Mass., June 21. The officers 
and directors of the club feel that the 
accessibility of the place, its famous 
dinners and the ample facilities for 
parking, also outdoor and indoor sports, 
make an ideal location for the gathering. 

Melnick Bros., Inc., is remodeling its 
salesrooms at 5 Bromfield Street, to pro- 
vide space for the display of additional 
leather goods and the fountain pen re- 
pair department, known to the trade as 
the Pen House. 

William T. Bryant, Inc., held the 
opening of its new establishment, at 384 
Boylston St. 


R. K. McKeen of Thomas Long Co. 
Retires from Active Service 


Boston —A gala dinner party was 
given to R. Kelsie McKeen on Friday 
night, April 14, by 50 employees of the 
Thomas Long Co., who gave him a hand- 
some engraved cigar stand, a pipe and 
billfold. He retired from active service 
the following day on a retirement salary. 

Old timers in the jewelry business will 
recall Kelsie McKeen as an able young 
man whose first job was learning to 
make gold and silver watch cases with 
the old Bay State Watch Case Company 
of Boston. A year later he became a 
salesman for George H. Richards Co., 
wholesale jewelers. 

In 1901 he joined the Thomas Long 
Co. as a diamond salesman. Though re- 
tired after nearly 40 years with that firm, 
it develops that Mr. Keen is still to be on 
call—that is, he’s going to be at his usual 
place in Long’s diamond department on 
Saturdays and at holiday seasons. In 
between times he says he has the finest 
strawberry plants in Watertown, Mass., 
not to mention a vegetable and flower 
garden that needs an_ understanding 
hand. And a host of chickens! 
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K avvit 


Modern Roast Tongs 


Gift Sensation Attractive -" isp lay 
tan ° ue 
of the Year! mirror back to high- 


light chromium. 


[N jewelry store gift and silver- 
ware departments, Karvit. can 
quickly become a “best seller.” 
This handsome and practical de- 
vice marks the end of 160 years of 
inefficient table practice and your 
customers will quickly see how it 
will be very handy in the home. 
Made of highly-polished chro- 
mium. 





Dealers’ Net Price is $12.00 a dozen 
less 2% 10 days. F.O.B. Cincinnati. 


Traveling men write for open territory. 
Commission Basis. 


QUEEN CiTy BUCKLE 
MFG. CO. 


TEMPLE BAR BUILDING 
CINCINNATI, OHIO 

























Where to Buy 
IMPORTED 
China and Glass 


FinerKooehe, 


Famous the World Uver 
Atailable from New York Stocks 
ROSENTHAL CHINA CORP., 149 Sth Ave., New York 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavarie 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Ce. 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. Great 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
Importers, 105-107 Fifth Ave., New York 
ROYAL CAULDON and COALPORT 

China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 

GIBSON & SONS TEAPOTS 


EDWARD BOOTE *:37 ;.2°%% 


NEW YORK. N Y 


SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 22rd St. New York. N. Y. 


W. E. LINDEMANN 


GLASS 








CHINA 


FINE 




















CANDELABRA CANDLESTICKS 
STEMWARE OECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 








THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND @€ CO., ine. 
26 W. 23rd St. New York 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 

















ROYAL DOULTON 
English Bene China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WM. 8S. PITCAIRN CORPORATION 
104 Fifth Ave. New York, N. Y. 











In the Field of Advertising 
and Trade Promotion 








Proctor Electric Co. has announced a 
plan “developed on the theory that the 
retail jeweler needs a higher markup on 
quality electrical appliances, saleable at 
the lowest possible price.’’ The Proctor 
plan introduces the Never-Lift automatic 
electric iron, with self-contained stand 
which is released at the touch of a button 
and returns to ironing position at gentle 
pressure, thus eliminating the need for 
tiring lifting; and also the Feather Touch 
automatic electric toaster, with glow cone 
an@’ removable crumb tray. A national 
advertising campaign will soon appear. 

* * * 

Holmes & Edwards division of Inter- 
national Silver Co. has just brought out 
a “merchandiser” set of heavy metal 
shelves supported by chrome tubing, with 
a base for storing extra stock. The fix- 
ture may be used against an empty wall 
space or in an aisle, and will accommodate 
eight sets of silverplated flatware. The 
center shelf has a slide on which to rest 
individual pieces while showing them to 
a customer. The same company has pre- 
pared a display card, especially for 
National Baby Week, May 1 to 6, carry- 
ing the simple line, ‘Silverware for Chil- 
dren by Holmes & Edwards.” 

* * * 

Four assortments of New Haven Clock 
Co. products are being offered to the 
trade by that manufacturer, each assort- 
ment accompanied by a display unit free 
of charge. Assortment “a” consists of 
eight temperature-compensated alarm 
clocks; assortment “b” of 12; assortment 
“c” of six wrist watches with chromium 
plated cases, and assortment ‘“d” of 
eight wrist watches with 7-jewel move- 
ments and yellow gold plated cases. 

* * ~ 

Screen Romances Magazine will feature 
a contest, based on Paramount’s “Union 
Pacific” in its June and July issues, tied 
up with the Bulova Watch Co. The con- 
test has two Bulova watches, a “Presi- 
dent,” and a “Dolly Madison,” as prizes 
to suit both men and women, and Bulova 
distributors can tie up with newsstands 
and the theaters in their towns where 
“Union Pacific’ will be shown. The first 
shipment of Bulova’s new  21-jewel 
“American Eagle” watch was made April 
13 via American Airlines to a Boston dis- 
tributor. It was the first large air ship- 
ment of watches as actual freight, and 
heralded similar quantity shipments all 
over the nation. 

+ . * 

Toastmaster’s sales of products fea- 
tured in its trade-in compaign are up 
140 per cent for the first four weeks of 
the campaign, according to the firm’s an- 
nouncement. Toastmaster has sent a 
mailing piece to 10,000 department stores, 
utilities and jewelers to show them how 
stores from coast to coast have tied in 
with their national magazine advertising 
campaign. 

* * a 

Welmaid Mfg. Corp., makers of Pro- 
Tex-Sil, a tarnish preventive for house- 
hold fine silver, silver trophies, and silver 
jewelry, belts and boxes, offers jewelers 
a special deal on one dozen four-ounce 
bottles, with rebate for local newspaper 
advertising. Sales aids include a counter 
display, newspaper mats, publicity articles, 
and 100 four-page circulars on the care 
of silver. An advertising campaign in 
Good Housekeeping Magazine offers sam- 
ple bottles for 10 cents, and with each 
bottle goes a certificate towards the pur- 
chase of a dollar bottle at any jewelry 
store. Welmaid redeems these certifi- 
cates. 

* * o 

Timed for Spring graduations, Inger- 
soll-Waterbury Co. is offering dealers two 
new assortments of their Kelton wrist 
watches. One deal includes three wrist 
watches for men and four for women, 
displayed on a tray of natural wood finish 
and velvet." The second deal contains 
three men’s sized wrist watches and two 
ladies’ size, with a graduation-background 
display and tray. These trays and dis- 
plays are supplied without extra charge. 


Specific ways in which the Watch- 
master, the Western Electric watch rate 
recorder, improves service and results in 
the repair department are related in a 
four-page brochure just released by 
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American Time Products, Inc., New York. 
The brochure also reproduces typical 
Watchmaster records, revealing watches 
fast, slow, on time, with eccentric escape 
wheel, defective escape tooth and defec- 
tive locking, and contains a partial list 
of wholesalers, manufacturers, retailers, 
and department stores who use the 
recorder. 
+t * * 

Henry H. Harteveldt, president of the 
Harvel Watch Co., New York, announces 
that his company is inaugurating a plan 
of national advertising throughout the 
year. The Harvel watch was nationally 
advertised, however, during the gift sea- 


son in 1938. Harvel watches will be ad- 
vertised consistently in the Saturday 
Evening Post with the first insertion 


scheduled to appear in the May 20 issue, 
* ~ a 


With the big wedding season just 
around the corner, 1847 Rogers Bros. 
offer dealers a charming hand-colored 
display figure of an attractive bride 
mannequin, which is featured in current 
full-color magazine advertising for 1847 
Rogers Bros.’ bride’s silver theater set. 
This 62-piece service is packed in a chest 
of blond wood with lining of rose-dust 
velvet. Jewelers are given the photo- 
graphic reproduction of the mannequin 
with the purchase of one or more of these 
sets. The actual mannequin from which 
the photograph was made is also avail- 
able to dealers at nominal cost. 


Waltham Watch Co. last month intro- 
duced a new round lady’s wrist watch, 
so small that the movement is suitable 
for ring watches. The diameter is 15.25 
millimeters, and the movement, 3.00 mil- 
limeters in thickness, is 10 per cent 
thinner. The new 6% ligne includes a 
tear drop design that strikes a new key- 
note in fashion. The ladies’ watches in- 
clude a new sweep-second model with 18 
jewels for smooth-running, and choice of 
a professional dial for nurses. There is 
also a new sweep-second model for men, 
available with a _ professional dial for 
doctors. Waltham is embarking on an 
elaborate spring selling campaign. 


THOMAS A. FERNLEY, JR., ELECTED 


Thomas A. Fernley, Jr., representing 
the National Wholesale Jewelers’ Asso- 
ciation, was elected secretary of the 
Council of National Wholesale Associa- 
tions at the annual meeting of that 
group April 11. 

Mr. Fernley has been connected with 
the office of George A. Fernley for the 
past seven years and has been a repre- 
sentative on the council since its forma- 
tion several years ago. 








Butre, Mont.— Fifty-two diamond 
rings, averaging one-quarter carat each, 
and three wrist watches were stolen from 
Fred P. Young’s jewelry store here. En- 
try to the store was made through the 
front show window after the glass was 
smashed. 










Where to Buy 
DOMESTIC 
China and Glass 











4 LENOX CHINA 
SERVICE PLATES 
Oo DINNERWARE 
NOVELTIES 
LENOX 
LENOX, INC. 


Trenton, N. J. 











Made in America 
HAWKES CRYSTAL 
GLASSWARE 


for discriminating 


people—WRITE 


T. G. HAWKES & CO. 


CORNING, N. Y. : > 
N. Y. Office: 542 5th Ave. orp warzeroer 
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e A. H. Halbeck, Ross-Beck Co., Kansas 
City, who has traveled the K. C. territory 
_even he does not know how long—and 
who was president of the Missouri Mules 
when their activities faded out a few 
years ago, is going to revive the organi- 
zation and has been assured of the co- 
operation of the travelers in Missouri. 
The Retail Jewelers Association of the 
state is promised some real boosting next 


year. 


eEd Williams, who for several years 
represented The Ball Co., of Chicago, is 
now covering Michigan and nearby terri- 
tory for the Eisenstadt Mfg. Co., St. 
Louis. 


e Paul R. Gruen, associated with the 
watch industry for many years and re- 
cently representative for J. J. Schmukler 
& Son, New York, in the Chicago terri- 
tory, is now representing A. Hirsch Co., 
Inc., Chicago, in Middle-West states. 


e George Roberts, associated with the 
industry for several years, has_ been 
named New England representative for 
Arrow Mfg. Co., Hoboken, N. J., makers 
of jewelers’ boxes and displays, with 
headquarters at 149 Princeton Ave., 
Providence. 


ec. A. Oakley, Los Angeles, recently 
returned from a trip down the Imperial 
Valley district with his line of novelty 
watch attachments, found improved busi- 
ness feeling throughout his entire South- 
ern California territory. 


@ William Lutz of the Seth Thomas 
Clock Co. has just made his first visit 
to Cincinnati, taking over the territory 
formerly covered by Spencer Brown, who 
has been transferred to the Chicago terri- 
tory. Other road men who were in the 
Queen City recently include: Louis Raidt, 
Phil Abrams, Ralph Lewis, Harry Hart, 
and Bill Lewe, diamonds; Willard Jones 
of B. & O. Chain Co.; George Freden- 
burg, Parker Pen; Herb Schulze of 
Ralph Biggs Co.; Bill “Cardinal” Hayes, 
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© Beauty and the beast, or, to be more 
explicit, 4-months-old Baby Ann Wiriden 
and 5-months-old St. Bernard “Big Boy.” 
The scenery in the background is largely 
composed of “Pop”—otherwise known as 
Charlie G. Wiriden, Southern represen- 
tative of the Ball Company, who head- 
quarters in Charlotte, N. C. 
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Carl Loeb, who’s 
called for 41 years on 
retailers from Ohio to 
the Pacific, recently 
returned to his job 
with Lossau & 
Kramer, Chicago, 
after a few weeks’ 


illness. Carl says he 

keeps traveling so he 

can visit Missouri and 

occasionally drops into 

his home town, Hunts- 
ville. 


Meet the new field 
manager of the plated 
flatware division of 
R. Wallace & Sons 
Mfg. Co. This is Don 

Dorsey, who has 
been pepping up sales 
for his firm since his 
appointment four 
months ago. Before 
joining Wallace two 
years ago, Don was 
with nternational’s 
Holmes & Edwards 

division. 


Frank S. Davison, 
sales representative in 
the South for Bulova 
Watch Co., who died 
of heart failure April 
7 in Florence, S. C. 
He had been with 
Bulova for 17 years 
and enjoyed the re- 
spect of all who had 
the pleasure of know- 
ing or working with 
him. 


Murray Shure, whom 
Bulova Watch Co. 
has transferred from 
West Virginia and 
part of Ohio to the 
Southern territory. 
Before coming to 
Bulova, Murray trav- 
eled extensively with 
both watches and dia- 
monds, His_ genial 
manner assures him 
friendships in his new 
territory. 





representing Ronson lighter; Archie 
Denker, for Newall Mfg. Co.; “N.R.A.” 
Knobbe, of Krementz & Co.; Fred Long- 
don, window displays; F. A. Swindell, 
Westclox, and James Lester, of Inter- 
national Silver Co. 


@ Harold Riley is the newest member of 
the Town Criers, Cincinnati, taking the 
place of Bill McGreeve, formerly local 
representative of the Ostby & Barton 
Co. McGreeve has been transferred to 
the Chicago office of the company. 


@ Edward Meier was a week late on his 
tour through Ohio and Indiana for A. 
Sauer & Co., Cincinnati. He was laid 
up for several days with an attack of 
the flu. 


@ “Colonel” Sam C. Steinman, who han- 
dles several lines of rings, lockets, crosses 
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“The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade © 
: 
ie 


MTT UU LU 


and mountings, and who is one of 
the most colorful figures in the jewelry 
selling field, writes that he is finding 
business good on his present coast to 
coast trip. The Colonel, who styles him- 
self “America’s Good Will Ambassador,” 
has a card that says he is “the World’s 
Greatest Magician—who changed depres- 
sion into prosperity.” Let’s hope that 
he will exert some more of his magic. 


@ Maurice W. Taylor has arranged to 
represent Masserman & Taylor, 50 Co- 
lumbia St., Newark, N. J., with their line 
of men’s and ladies’ stone rings. Mr. 
Taylor will carry this line in conjunction 
with the Abelson & Braun, Inc., line of 
ladies’ ring mountings, and will cover the 
jobbing trade in the Middle West and 
South. 


@ Ira Cohen, formerly of the Helbros 
Watch Co., has joined the Bulova sales 
force and will take over the territory 
left vacant by Murray Shure’s switch to 
the South. Cohen has sold watches in 
every part of the country and knows the 
West Virginia and Ohio districts particu- 
larly well. He will shortly visit his new 
territory on his first sales trip for Bu- 
lova. 


@ Warren Kellogg, representative of the 
Manchester Silver Co. in a large portion 
of the Middle West, has just returned 
to his territory following his Spring trip 
to the factory in Providence. He states 
that the general sentiment in his field of 
activity is much more optimistic than it 
has been for two years past. 


@ Friends of William C. Ratterman, 
popular representative of Ewing Broth- 
ers in the Southeast, will sympathize with 
him in the recent death of his mother, 
which occurred at her home in Cincin- 
nati, Ohio. 


HENRY J. LUTHS 


Derrorr—Henry J. Luths, 69, who 
until 1928 was senior partner and secre- 
tary of the former firm of Luths, Dor- 
weld, Haller Co., wholesale jewelers, 
died recently at his home in Walled 
Lake after an illness of five years. 

Apprenticed to a watchmaker-jeweler 
at 14, Mr. Luths in 1894 became man- 
ager of a business, which he purchased 
in 1907, taking in with him as partners 
two junior clerks and doing business 
under the title, Luths, Dorweld, Haller 
Co., wholesale and retail jewelers. The 
wholesale department was soon moved 
to the fourth floor of the Liggett build- 
ing, and the retail business was sold sev- 
eral years later. 

Mr. Luths retired 11 years ago. His 
widow, the former Ida W. Brandes, and 
his daughter, Edna G. Luths, survive. 





MISS BIRKS AT COURT 


Montreat—Amongst the 15 Canadian 
women and girls presented to Their Maj- 
esties, King George and Queen Mary at 
the Royal courts in Buckingham Palace, 
recently, was Miss Sheila Birks, daugh- 
ter of Henry G. Birks, Montreal, 
partner in the firm of Henry Birks and 
Sons, jewelers. 











K&L 


GOLD 
STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 
in all our other metals 


FINE GOLD PLATINUM 
PALLADIUM IRIDIUM 


Ruthenium — Rhodium — Osmium — Silver 
Platinum in all degrees of hardness 
Platinum and Gold Solders 


Stamped with the K & L guarantee of Quality 


we soucrr vor = agtenhuber & Lehrfeld 





























SCRAP GOLD AND SMELTERS AND REFINERS 
cen 24 JOHN ST. NEW YORK, N. Y. 
7 
* * 





_ and here's your WATCHMASTER certificate.” 


Philadelphia 's ‘Foremost Hotel 








, ( Jhis a ee ee 1. Foremost in size~—1200 rooms, all with 
bath, circulating ice water. 
RATE RECORDERS is priced within 2. Foremost in value—more for your 


money in honest-to-goodness comfort. 
3. Foremost in location—at Chestnut and 
new bulletin giving full particulars. Ninth—in the heart of Philadelphia. 
4, Foremost in food—3 excellent restau- 


the reach of every jeweler! Write for 


rants. Air-conditioned in the summer. 























AMERICAN TIME PRODUCTS, Inc. 
580 Fifth Avenue New York City The BENJAMIN FRA vxzin 
Distributor Western Electric Watch-Rate Recorders SAMUEL EARLEY, Managing Director 
* * 
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Devoted to the horologist who serves civilization 
by providing accurate measurement of time. 





The Universal Faee Plate 


by JOHN J. BOWMAN 


Chairman, Educational Committee, Horological Institute of America 


OR some important operations in repairing watches 

and clocks, the universal face place provides a 
means of holding work so much more accurately and 
more quickly set up than any other way, that this tool 
should be included in the outfit of every watchmaker. 

The universal face plate is, like the modern watch- 
maker’s lathe itself, an adaptation from the heavier 
equipment developed for use in the machine shop. It 
was in fact so adapted earlier than was the live-spindle 
lathe for turning, in the form of the “Swiss mandrel,” 
which was a hand-driven lathe with universal face plate 
permanently attached to the spindle, and used for face 
plate work only, at a time when turning was still done 
on the fiddle-bow lathe. 

The face plate for modern lathes is made in two 
forms. The earlier one shows the influence of the Swiss 
mandrel that it displaced, and is known as the “universal 
head.” This is a face plate like the one shown in the 
illustration; but instead of being mounted on a chuck 
held like any other chucks in the spindle throat in the 
regular lathe head, the plate is attached permanently to 
the front of the lathe spindle. In other words, the uni- 
versal head is a separate lathe head, with spindle, bear- 
ings and pulley like those of the regular head, but with 
a spindle having no chuck throat, since its only func- 
tion is to carry the face plate. 

As the universal head is still used, and can be ob- 
tained from lathe manufacturers, it is in place here to 
compare it with the other form—the face plate mounted 
on a chuck to be held in the regular lathe head. 

The only objection that can be raised about the uni- 
versal head is its cost. Because, besides the face plate 
on it, it comprises everything that goes to make up a 
lathe head, which is by far the most costly part of a 
lathe, the price of a universal head is almost equal to 
the price of an entire lathe. This settles the question in 
the negative for most watchmakers who may be consider- 
ing what to buy. However this may be, the universal head 
has the advantage of being “fool-proof.” The solid at- 
tachment of its face plate to the spindle is assurance that 
it runs true, and cannot get out of true. If one need not 
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consider outlay seriously, to him we would recommend 
the universal head. But since perhaps few would include 
themselves in this class, the thing that remains is for 
us to assume that nearly all watchmakers will be found 
using the face plate on a chuck; and to explain, among 
other things, how this tool should be used to avoid 
chance that it may be sprung out of true. If true in the 
first place, and then properly used, it will do as good 
work as a universal head. The way to use it is the same 
as with the universal head; so our further discussion 
will apply to the use of both. 

In Fig. 1 is shown the general appearance and details 
of a universal face plate. The views are of two plates 





Fig. | 


of different makes, differing only in minor particulars; 
and shown from different viewpoints, for clearer under- 
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A British Concern— 
Nearly a Century in 


Business — Serving 


the Trade in America 
for Over 50 Years 


SWEEP 


SMELTERS 
BIRMINGHAM, ENG. 
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PLATINUM FOR INVESTMENT 
IN ONE OUNCE DISCS 
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Make ideal gifts for Birthdays, Weddings, Graduations and 
Anniversaries 


PLATINUM CORPORATION OF AMERICA 
630 FIFTH AVENUE, NEW YORK 

















the better solder 
for better 
Jewelry 














SUBSTITUTES 
COME AND GO 


BUT (N) BRAND] } \ 
GOLD SOLDER 


IS STILL 


“BEST ON EARTH" 
Every Jobber Has It. 
Write for this interesting free booklet 
“Successful Soldering" 


F.H.NOBLE& CO. = "3,egrTH 


CHICAGO, ILL. 
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“THE PATHWAY TO SUCCESS” 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 

SCHOOL OF HOROLOGY 
Peoria, Ii. 





Dept. C 


















CONTINUES TO SET OUR 
STANDARD EVEN HIGHER 


Nye’s Oils are produced from ‘“‘fish 
to finish’? under our own. strict 
laboratory supervision, from _ the 
finest Porpoise Jaw base. Recent 
improvements have been made in 
the refining process which now 
makes these fine old-established 
watch and clock oils better than 
ever. 


WAM. F. 


i ae 


INC 
NEW BEDFORD 
AS 


OILS 
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standing. All face plates of present manufacture are 
essentially alike, and Fig. 1 will serve in a description 
of any of them. The main parts are: a, the plate; b, b, b, 
the jaws; ¢, c, two of the jaw spacing adjusters; d, d, 
two of the jaw-tighteners; e, the chuck; f, f, the pump 
center and its spindle; g (shown not full length), the 
pump-center rod and knob. 

In use, the chuck is placed in the lathe spindle throat 
and tightened therein by the draw-up spindle, like any 
other chuck. Then the pump-center rod is inserted 
through the draw-up spindle hole, and screwed into the 
end of the pump-center spindle. This allows the pump 
center to be moved toward or away from the work as 
this is held in the jaws of the face plate. 

The jaws of face plates are of two different types: 
although most of them are as shown in Fig. 1. In this, 
the work—for example a lower plate of a watch—is 
clamped between the upper and lower parts of each jaw, 
which separate at the line seen running around the jaw 
near its top. The adjustments, c, are moved to make a 
space between the clamps equal to the thickness of the 
watch plate; the watch plate is placed so that the pump 
center is exactly in the hole; or at the center of the 
work to be done; the adjusted clamps are set over the 
edge of the watch plate; then to tighten the jaw screws 
at d will serve to both tighten the clamps on the work 
and the jaws on the plate. 

In the other type of face plate jaw, the thumbscrew d 
does nothing but tighten the jaw on the plate; and there 
is a separate screw on the jaw which is for the sole pur 
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Fig. 2 
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pose of tightening the clamp on the work. This is the 
form introduced by Edward Rivett, for lathes of his 
make, attachments for which are made by his suc- 
cessor, F. W. Derbyshire, of Waltham, Mass., although 
the Rivett lathe is no longer in the market. 

For supporting gravers, burnishers or other hand 
tools while using a face plate, the form of T-rest that 
is used for regular turning operations will not do, be- 
cause the jaws of the plate would strike it as they 
rotate. So a special form of tool rest must be used, the 
“L-rest” shown in Fig. 2. This is a side view; looked 
at from above, it would be seen that the tool rest por 
tion, beyond the dotted line, stands at an angle to the 
other horizontal part. This design allows the actin: 
portion of the tool rest to reach in to the work while 
yet giving clearance for the jaws to pass as they turn. 


HOW TO USE THE UNIVERSAL FACE PLATE 


It has now been seen that the universal face plate is 
a work-holding device or chuck for a variety of opera- 
tions, in which the work can be placed and held ac- 
curately, and with great ease and economy of time. 
Without this face plate, a job of plate work, etc., would 
have to be perhaps cemented or soldered to a cement- 
brass plate. Not only would this consume much time 
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in setting up the work, removing it, and cleaning off 
cement or solder, on every job; but there are some jobs 
such as “uprighting” (which will be explained later) 
which could not be done at all. And it would be difficult 
to do most of the jobs that could be cemented or 
soldered as accurately in that way, as by holding them 
in a universal face plate. By “accurate” is meant that 
turned, drilled or burnished work should be centered 
exactly where intended; holes, or shoulders, with axes 
perpendicular to the plane of the work, and so on. So 
it would be poor economy to do without a face plate 
just to avoid paying its price. This in fact is one of 
the most profitable tools to own. 

The principal jobs for which a face plate is used are: 
jeweling plates, bridges and cocks; bushing to repair 
worn pivot holes; uprighting, whether in connection 
with jeweling or bushing, or as a separate job to correct 
a “leaning” staff or pinion or other arbor; recessing, 
which is making or altering anything like the flat-bot- 
tomed sinks in plate bridges, et~., to give space for 
wheels, winding and setting work and the like. 

Recessing is always done from a center, which is 
located exactly with the pump center of the face plate. 
While this kind of turning may be done with hand tools, 
the advantage of a slide rest for doing it is great; the 
flatness of the work, easy control of measurements, and 
saving of time make the slide rest much superior. 

Bushing is to correct the fault of a pivot hole which 
has become worn too large or out of shape as a result 
of wear. It comprises enlarging the hole, plugging this 
with a piece of metal, preferably the same kind of 
metal the original hole was in; and drilling in the plug 
a hole of size to fit the pivot correctly. The procedure is 
to set the watch part in the face plate, centering it with 
the pump center in the pivot hole. If the hole has been 
worn equally, so as to show a circular form, the pump 
center is simply pressed into it, and the jaws of the 
chuck are set to hold the watch part in position while 
the center touches the corner of the hole at every point. 

But if the pivot hole has been worn out to one side, 
leaving usually half of the original hole intact, then the 
pump center must be inserted so that it contacts only 
the corner of the original portion of the hole, and stands 
clear of the corner of the worn part. This is to make 
sure that the center of the new hole, in the bushing, will 
be located in the watch part in exactly the same posi- 
tion as was the center of the original pivot hole. After 
tightening the work in the face plate, place the L-rest 
close to the work, and turn a v-center just large enough 
to guide a drill large enough to make a hole not less 
than four times the diameter of the pivot. Drill the 
hole. What you have accomplished is, of course, the 
making of a hole concentric with the original pivot hole, 
into which may be riveted a piece of metal turned to fit 
the enlarged hole, with a hole drilled in its center to fit 
the pivot. Everything being concentric, the wheel and 
pinion will engage at the correct original depthing. The 
metal plug should be turned somewhat concave on its 
ends, the corners of the enlarged hole chamfered slight- 
ly, and the bushing riveted in on a staking tool, in the 
manner of staking a balance staff to the balance. After 
staking, the surplus metal of the bushing is to be dressed 
off, flat and flush with the original level on the side to- 

(Please turn to page 118) 
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WORKSHOP WOES €& QUWIETRITIES 


ESTING JEWELS—Is there any simple way of 
testing the smoothness and polish of the inside of 
the holes in jewels? It seems impossible to see the con- 


dition of these, even with a double eyeglass. (Question 
No. 5196.) B. E. E. 


ANSWER—There is a method for testing the condi- 
tion of polish on the inside of jewel holes, that is simple 
and absolutely dependable. Place a piece of brass pin- 
wire in a pinvise, and, supporting the wire in a notch 
in a boxwood block held in the bench vise, roll-file the 
wire to a very slight taper until the end enters the jewel 
hole. With a burnishing file, produce a high polish 
on the tapered wire. Press the wire into the hole in the 
jewel until it just firmly sticks. Give the wire a few 
turns in the hole; withdraw and examine it under your 
double eyeglass. If the polish on the brass is unaltered, 
the finish inside the hole is practically perfect. If you 
find the polish on the brass scratched or dimmed, that 
indicates, of course, that there is an imperfect surface 
inside the jewel hole; and the jewel should be replaced. 


EMOVING PENDANT SLEEVE—What can | 

do to remove the pendant sleeve from an old brace- 

let watch case, when the slots in the top of the sleeve 
are found so badly battered that the sleeve-wrench will 
not take hold in them? (Question No. 5197.) J. S. McG. 


ANSWER — Take an ordinary pentagon cutting 
broach, of a size so that the end will just enter the hole 
through the sleeve-head. Press the broach firmly into 
the hole, “wiggling” it a little, so that its cutting edges 
bite slightly into the metal of the sleeve. Keep up the 
pushing-pressure on the broach, at the same time turn- 
ing the broach, in the proper direction to unscrew and 
remove the sleeve from the pendant. 


ECONDITIONING ANTIQUE—I have a fine old 
English watch for complete reconditioning; it is 

said to be one of the earliest stem-winders. The steel 
wheels are very rusty. There is no limit on the cost of 


repairs and I want to make a fine job, including re- 
finishing the steel parts like new. The flat parts I have 
done by flat-lapping them; but to get at each of the 
teeth separately with a hand-tool, to remove the rust, 
is frightfully tedious. Can you advise any other way 
to do this, that would get equally good results but not 
take so much time? (Question No. 5198.) J. R. K. Co. 


ANSWER—Obtain from your supply house, or if 
they cannot furnish it, then from a dentists’ supply 
house, one of the small dentists’ bristle brushes mounted 
on a shank to be held in the handpiece of the dental 
engine. Place this in a chuck in your lathe. Charge the 
brush with oilstone powder in oil; and spread some of 
the latter over the steel to be cleaned. Hold the work 
into the brush, the latter moving at medium speed. De- 
pending upon the form of the parts being cleaned, these 
inay be held to advantage in a handvise or jewelers’ 
ring-clamp, with cardboard or soft metal over the jaws 
if they are rough, to avoid damage to the work. This 
treatment will produce work as good, and much quicker, 
than with hand-tools, in this particular detail of teeth of 
wheels. 





TEEL SCALE—How can I harden steel for making 

staffs, etc., without getting a hard, black crust all 
over the metal? This crust seems much harder than the 
steel itself. When I try to clean it off, the file just slips 
on it, instead of cutting or removing the crust, except 
in spots. (Question No. 5199.) V. F., Inc. 


ANSWER—The crust you complain of is “scale” 
formed by action of the oxygen in the air, on the steel 
made red-hot for hardening. About the easiest way to 
prevent this scale forming, is to coat the steel with soap 
before heating it. The soap, melting on the surface of 
the steel, forms a film that mostly protects the steel 
from contact with oxygen. When the red-hot steel is 
dipped in water to harden it, the soap film peels off. 
leaving the steel clean and easy to polish for showing 
colors that indicate temper during the usual next oper- 
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ation of slow heating to obtain the desired degree of 
hardness in the steel. 


TAINLESS STEEL—Wouldn’t it be a great ad- 

vantage to make watch pinions, staffs, winding 
work, etc., out of the new stainless steel, so that these 
parts couldn’t rust? (Question No. 5200.) D. M. 


ANSWER—Stainless steel would not rust, as you 
say, but it couldn't be used for the parts named, in 
watches of good quality, because it cannot be hardened 
and tempered as can be done with plain carbon crucible 
steel, from which these parts have been made almost 
from earliest times of our craft. Regardless of any 
other physical properties of the steel for making fric- 
tionally-acting parts of watches, it must have the capa- 
bility of taking a very fine polish; and for this, hardened 
and tempered crucible steel is mostly used. 


OLD STANDARDS—For use in connection with 

some litigation, can you give me the strict defini- 
tions for (a) “gold-filled” and (b) “rolled gold plate” 
as terms used to describe qualities in merchandise? 
(Question No. 5201.) R.C. L. 


ANSWER—For many years, these terms were used 
in trade without any authoritative meaning. It was pre- 
sumed that “gold filled” meant higher quality—higher 
gold content—than “rolled gold plate.’ But the prac- 
tice, by less scrupulous manufacturers and merchants, 
of marking as gold-filled what would truly have deserved 
marking only as rolled gold plate, made so much con- 
fusion that the United States Department of Commerce 
took the matter in hand and, after investigation, pub- 
lished its Bulletin T'S-1942, in July, 1933, proposing 
definite standards, which were generally accepted by 
the members of the jewelry trade, and are now consid- 
ered as authority. This bulletin defines the terms as 
follows: 

GOLD FILLED articles shall contain not less than 
1/20 of their total weight, of gold of fineness not less 
than 10 karat. ’ 

ROLLED GOLD PLATE articles may contain less 
than 1/20 of their total weight, of gold not less than 
10 karat in fineness. 

The above are, you will note, minimum requirements 
for the standards named. 


LCOHOL TROUBLE-—For some years I have been 
using denatured alcohol for the final rinse in clean- 

ing watches. The alcohol I found best had always been 
sold by the drug trade as “U. S. Formula No. 1.” Re- 
cently, however, my druggist has been telling me that 
this formula is no longer available from his wholesale 
dealer. The substitutes he has been furnishing are 
claimed to have the same qualities as the old No. 1 
formula. But the results I am getting are certainly not 
the same. Most of them do not evaporate as quickly 
and clean from the work as the No. 1 did. About a 
year ago, I wrote to Workshop Notes Dep’t about this, 
and the reply was that No. 1 alcohol is still in the mar- 
ket, and that my druggist could obtain it from the U. S. 
Industrial Alcohol Co., who make it. He says this con- 
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cern writes now that they no longer make No. 1 formula. 
I want, if possible, to know of any manufacturer from 
whom he could obtain whatever would work exactly 
like the old No. 1 alcohol, no matter what name it is 
sold under. Can you inform me? (Question No. 5202.) 
D.S. 


ANSWER—As your experience with difficulty in ob- 
taining the old No. 1 formula denatured alcohol indi- 
cates, there is just now considerable confusion in the 
drug trade concerning this matter, since the repeal of 
prohibition law. Some of the alcohols sold under brand- 
names and recommended as similar to U. S. No. 1 de- 
natured alcohol, may be, as far as we know, similar 
from the chemist’s viewpoint; but naturally what the 
watchmaker is interested in is the practical results 
when used; and others have reported, just as you have, 
that some of the substitutes do not evaporate as well as 
the No. 1 alcohol did. Part of the confusion is due to 
the fact that here and there a wholesale drug firm still 
has in stock some of the former No. 1 alcohol, even 
though manufacturers no longer supply it. Our advice 
is that you ask your druggist to buy, for resale to you, 
an alcohol which has been recently placed on the market 
under the name “Paco Solvent,” obtainable from The 
William Graham Co., Baltimore, Md. We suggest this 
because subscribers of THe Jewexers’ Circutar-Key- 
sToNE who have been using Paco Solvent have reported 
that it behaves exactly like the old No. 1 alcohol in every 
particular. There may be other substitutes of which 
the same could be said; but no doubt what you wish is 
to avoid buying for tryout and risking disappointment; 
hence the above advice, which is based upon experience, 
and is definite. Should we eventually learn of other sub- 
stitute alcohols proved similar to the former No. 1, we 
will publish the brand-names of them, and would wel- 
come information on experiences of subscribers in this 
matter. 


66 FQADIO WATCH”’—I read some time ago in a 
newspaper item that in France there has been 
introduced a watch that keeps time somehow by radio 
waves. It struck me that this is bad news for watch- 
makers. Is it true? (Question No. 5203.) P. V. Co. 


ANSWER—tThe story you mention is one that has 
been turning up occasionally ever since radio has come 
into use. And so have stories about rocket ships for 
traveling to other planets; and about manufacturing 
diamonds for a few cents per carat. “’Nuf sed!” 


RENCH PHRASES—Please tell me the meanings 

of the following words which are found on Swiss 
watches: Enchappement ancre; brevete; cuivre; pierres ; 
argent; argentan; spiral breguet. (Question No. 5204.) 
K. M. F. 


ANSWER—Echappement ancre is lever escapement; 
brevete, patented; cuivre, non-precious metal; pierres, 
jewels; argent, silver; argentan, imitation silver; spiral 
breguet, overcoiled hairspring. 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. .a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 





STENOGRAPHERS, BOOKKEFPERS, 
tvnists, clerks furnished: no charge. 
Fulton Agenev, 92 Nassau St., Cort. 
7392. New York. 





YOUNG MAN. watchmaker, experienced, 
interested in steady nosition: prefer 
Middle West, East. Address “L., 823,” 
care Jewelers’ Circular-Keystone. 





FIRST CLASS jewelrv jobber, stone set- 
ter and engraver; 25 vears’ exverience: 
best references. Address “D., 843,” 
care Jewelers’ Circular-Keystone. 





WATCEPMAKFER. five years’ exverience; 
age 33; references; salary secondary. 
Ben Sherman, 2016 Marmion Ave., 
Bronx, N. Y. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, IIl. 


WATCHMAKER, 20 years’ experience on 
all grades; nine years’ R. R. inspec- 
tion; plenty of store experience. Ad- 
dress “C., 409,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, age 40, married, de- 
sires position in first class store where 
honesty and good workmanship are ap- 
preciated ; salary $40. Address ‘‘Watch- 
maker,” E 314-29th, Spokane, Wash. 





MANUFACTURING JEWELER, dia- 
mond setter and engraver, desires posi- 
tion; best of references; first class 
work. Address “M., 824,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, six years’ experience 
all makes of watches; $25 per week 
to start; age 24, married; references. 
Address “A., 778,” care Jewelers’ Cir- 
cular-Keystone. 





ENGRAVER and jeweler, 20 years at 
bench, wishes steady position in retail 
store; own all tools; married; refer- 
ences. Address “W., 775,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER for Summer resort; ex- 
perienced front man; expert on small 
Swiss and other work; fine testimonials. 
Address “T., 748,” care Jewelers’ Cir- 
cular-Keystone. 





EXPERT WATCHMAKER on small 
Swiss watches, man with exceptional 
references; front bench experience; can 
engrave. Address “V., 749,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, engraver, desires posi- 
tion with retail store; Bowman trained ; 
age 30, experience 10 years; references, 
character and ability. Address “N., 
796,” care Jewelers’ Circular-Keystone. 





CREDIT MANAGER, many years’ experi- 
ence, at present employed with large 
jewelry concern, seeking change; will 
travel anywhere. Address “K., 791,” 
care Jewelers’ Circular-Keystone. 





BOOKKEEPER, man 29, desires perma- 
nent position; capable taking full 
charge; 10 years’ experience with New 
York jeweler ; excellent references. Wm. 
Allen, 517 Nye Ave., Irvington, N. J. 





WATCHMAKER and salesman, desires 
position with reputable firm as estima- 
tor and salesman; years’ experience, 
best trade. Address “B., 808,” care 
Jewelers’ Circular-Keystone. 





PRECISION WATCHMAKER, expert all 
sizes; exceptional sales ability; good 
appearance; commission basis or 
salary; New York City only. White, 
11 W. 91st St., New York City. 





WATCHMAKER, expert on all makes of 
watches and clocks; 21 years’ experi- 
ence, European training, wishes steady 
position; own tools. Address “D., 811,” 
care Jewelers’ Circular-Keystone. 





BOOKKEEPER, typist, female, 10 years’ 
experience assorting diamonds, stock 
records; capable taking full charge: ex- 
cellent references. Address “A., 792,” 
care Jeweiers’ ‘circular-Keystone. 





JEWELER, first class on platinum spec- 
ial order work, also good production 
man, wishes position New York City 
only; salary no object. Address “A., 
865,” care Jewelers’ Circular-Keystone. 





YOUNG WATCHMAKER and engraver; 
Wisconsin licensed by examination, not 
by exemption, desirous of nosition in 
Colorado or Montana. Address “N., 
826,” care Jewelers’ Circular-Keystone. 








A-1 WATCHMAKER, open for position 
May 15th, store or shop, wait on trade; 
one of the best in the trade; $50 week; 
go anywhere. Address “V., 834,” care 
Jewelers’ Circular-Keystone. 


PERMANENT position desired by first 
class watchmaker, light jobbing jeweler, 
plain engraver; best references; South 
or Southwest. Address “‘L.S., 866,” care 
Jewelers’ Circular-Keystone. 








MASTER watchmaker, accurate on brace- 
let, pocket, also complicated watches ; 
own tools; salary $45 weekly. Address 
“T,., 853,” care Jewelers’ Circular-Key- 
stone. 





ENGRAVER, 24 years’ experience in 
high grade lettering and monogram- 
ming; references and samples fur- 
nished. Address “M., 738,” care Jewel- 
ers’ Circular-Keystone. 


CASTER, expert caster of jewelry, 
rubber or metal moulds, vacuum iw 
vesting, assure 100 per cent perfect re. 
sults, desires position or installation 
Address “‘A., 110,” care Jewelers’ Cir. 
cular-Keystone. 





ALL AROUND jewelry repairer anq 
salesman, 25 years’ experience, jn 
jewelry stores, best of references 
wishes steady position at once. Address 
a 659,” care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, school trained, hard 
worker; good references, own tools, de- 
sires position; prefer South: go any- 
where; reasonable salary to start. Ad- 
dress “M., 587,” care Jewelers’ Circy- 
lar-Keystone. 





YOUNG WOMAN, experienced gold office 
ring or general jewelry manufacturer: 
familiar with stones, orders and routine 
work; capable; excellent references. 
Address “A., 678,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, capable, experienced, 
also estimating light jewelry repairing; 
will go anywhere; age 30, married. Ad- 
dress “Circular 1225,” Room 1415, 
Heyworth Bldg., Chicago, Ill. 





CREDIT and collection man; young, 12 
years’ thorough experience; previous 
legal training; accustomed to large 
volume. Address “H., 875,’ care Jewel- 
ers’ Circular-Keystone. 





SALESMAN seeks position in reputable 
jewelry store, a store built 0 prestige 
derived only through highest ethical 
standards; bondable. Address “T., 
773,” care Jewelers’ Circular-Keystone, 





WATCHMAKER and salesman, capable 
and experienced; all around man; can 
handle any department, in retail store; 
Central States preferred. Chas. Carr, 
2211 Barr St., Ft. Wayne, Ind. 





IF YOU’RE located within 500 miles of 
Cincinnati and can use a _ productive 
credit store manager, communicate at 
once with “R., 771,” care Jewelers’ Cir- 
cular-Keystone. 





MANAGER AVAILABLE for finer type 
cash and credit store located in the 
East or down South; first class refer- 
ences. Address “H., 819,” care Jewel- 
ers’ Circular-Keystone. 


BUYER-SALESMAN, executive type; for 
finer jewelry department of recognized 
store; young man of clean character; 
salary $60 weekly. Address “P., 770,” 
care Jewelers’ Circular-Keystone. 


FIRST CLASS jeweler and diamond 
setter desires position; age 38; best of 
references; now employed, but want 
to change. Address “C., 758,” care 
Jewelers’ Circular-Keystone. 











SALESMAN, silverware or jewelry house; 
wholesale or retail: also credit experi- 
ence; reasonable salary to start; pre- 
fer New York City. Address “B., 779,” 
care Jewelers’ Circular-Keystone. 





STOP right here and contact this man, 
if you require immediate services of @ 
productive salesman for your store. 
Address “F., 845,” care Jewelers’ Circu- 
lar-Keystone. 





ALI AROUND jeweler, thoroughly €x- 
perienced platinum, gold work, special 
order work. clips, rings, etc.; refer- 
ence; will leave city. A. Smith, 2632 
Marion Ave., Bronx, N. Y. 








WATCHMAKER, middle age, all around 
repairer and caser, 20 years’ experi- 
ence; best references; store or im- 
porter; New York City or vicinity. Ad- 
dress “Y., 805,” care Jewelers’ Circular- 
Keystone. 


AT YOUR SERVICE; salesman, excel- 
lent reputation, many years’ experi- 
ence, ring and mounting business; re- 
tail, installment, wholesale following ; 
East and South. Address “H., 
care Jewelers’ Circular-Keystone. 


BOOKKEEPER, male: single; over 20 
years’ experience with large diamond 
importing firm: very efficient; capable 
taking full charge; moderate salary ; 
highest references. Address “O., 886, 
care Jewelers’ Circular-Keystone. 
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Special Notices 


SELES SLA ATT 


Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








CUTTER for gold, 3” wide; cutter for 
silver, 10” wide; hand operated, or 
power if not expensive. Pratt Refiner, 
15 Gratiot, Detroit, Mich. 


JEWELRY SHOP up town New York, 
for rent or sale, at bargain price; 
standard equipment; polishing machine, 
blower, furnace, casting equipment, etc. 
Address “D., 867,” care Jewelers’ Circu- 
lar-Keystone. 


Pa) 
Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED TO BUY, six each, sherbets 

and salad plates, Community plate 
glassware, Deauville design. Cc. 
Schreiber, Waynesburg, Pa. 


FROM OUR EXPERIENCE in the jewelry 
business, we know that often it is nec- 
essary to take silver, both flat and hol- 
lowware, in exchange; the average 
jeweler has no outlet for this class of 
merchandise except to the refiner at old 
metal prices; we can use this silver 
and will pay much larger prices than 
the old silver value; send to us for 
cash offer; we will pay highest cash 
price for old mine diamonds, antique 
and diamond jewelry. Julius Goodman 
& Son, 43 South Main St., Memphis, 
Tenn. 











Watch Work, etc., for the 


Crade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








OVER 50,000 watches repaired for the 
trade; there must be a reason; efficient 
mail service. Standard Watch Service, 
146 Fifth Ave., New York, N. Y 


WATCH REPAIRING for the trade; 
prompt service and reasonable prices; 
work guaranteed. G. Edward Fleisher, 
P. O. Box 944, Lancaster, Pa. 


GUARANTEED watch repairing for the 
trade; established 1910; highly skilled 
workmanship at positively lowest 
prices; quick mail service; trial con- 
vinces ; send for price list. Wolf Bros., 
920 Chestnut St., Philadelphia, Pa. 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 
Louis, Mo. 


AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
aneun. Miller’s Pen Seryice, Atlanta, 

a. 


PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, “Vaku-um” 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 














Wanted to Rent 


Minimum Charge (25 words $1.50) 
Additional words, 5 cents a word 








PARTY requires desk space in reliable 
office. Address “‘N.Y., 874,” care Jewel- 
ers’ Circular-Keystone. 








Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WATCH REPAIRING for the trade; 
work guaranteed; mail service; write 
for information and price list. Jos. 
Lencer, 726 Sansom St., Room 202, 
Philadelphia, Pa. 


WATCH REPAIRING, guaranteed work- 
manship; repeaters, chronographs and 
high grade watches; genuine material 
only; no cleaning machine; prices rea- 
sonable; references. Larry G. Burkle, 
387 Nassau St., New York City. 


HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 


GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; _ trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, III. 

















To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





DESK ROOM or space for engraver or 
watchmaker; reasonable rent. Room 
1201, 12 John St., New York. 





WANTED, Florida registered optome- 
trist to take space in old established 
gor store. Gilmore’s, Pensacola, 

a. 





PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 








advice; literature. Z. H. Polachek, 
1234 Broadway, New York. 
Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





INVENTORS: send for my free 72-page 
book; conscientious, prompt personal 
service on all patent matters; regis- 
tered patent attorney. L. F. Randolph, 
Dept. 764, Washington, D. C. 


WHEN VISITING New York make your 
home with a fellow jeweler; 10 minutes 
to World’s Fair; a gentleman’s home, 
out of traffic, near ocean bathing and 
fishing; make reservations for your 
family now; William Kassel, 36-19- 
= St., Broadway, Flushing, New 

ork. 


LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 


WATCHMAKERS! increase your abil- 
ity through the highly recommended 
books: “Rules and Practice for Adjust- 
ing Watches” and “Practical Balance 
and Hairspring Works”; circulars free. 


LEARN ENGRAVING by mail; initials, 
names, monograms, inscriptions; write 
for booklet—“Engraving Possibilities 
and Profits.” The Plummer School of 














Engraving, Saint John, N. B., Canada. 











RECENTLY 
PUBLISHED .. 


JEWELRY, GEM CUTTING 
and METALCRAFT 


by W.T. Baxter 


Instructor in Art Metal and 
Jewelry, Woodrow Wilson High 
School, Washington, D. C. 


A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices—a helpful and 
informative book for the 


journeyman worker. 


Contains 224 pages—Pro- 


fusely illustrated. 


Price $2.50 Postpaid 


THE JEWELERS’ 
CIRCULAR- KEYSTONE 


Chestnut and 56th Sts. 
Philadelphia, Pa. 


239 West 39th St. 
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THE UNIVERSAL FACE PLATE 
(From page 109) 


ward the pivot shoulder, to obtain correct endshake, and 
on the other side a round countersink should be used to 
make an oilcup. The dressing on the shoulder side may 
be done perfectly by placing the job again in the face 
plate, and using a graver, or a slide rest if you have 
one and if the width of the turning is considerable, as in 
the case of a large pivot hole. 

If the opposite hole is to be bushed also, screw bridge 
to plate and proceed as before, centering with the pump 
center in the hole just bushed, which will bring the cen- 
ter of the drilling for the other bushing exactly opposite 
the pivot hole already bushed, this making sure that the 
pinion or arbor will run upright instead of leaning one 
way or another. This is necessary so that the wheel or 
whatever is on the pinion or arbor will run horizontally 
instead of out of level. The latter fault would not only 
cause a defective action in gearing, or in escapement 
action in the case of a pallet arbor, but would also pro- 
duce a bad action at the pivots, which would touch their 
bearings at opposite sides at the inner and outer ends 
of the pivot holes. This “uprighting’” must be taken 
care of not only when bushing worn holes, but some- 
times an out-of-upright condition is found in a watch 
that has been in the hands of a botchworker, and must 
be corrected by bushing one or both holes, even though 
these may not be worn sufficiently to require bushing for 
that reason alone. 

A job encountered rather frequently is when a 
jeweled hole is found with the original jewel seat or 
setting-seat botched so that it is impossible to properly 
set a new jewel in it, and wherein it may not be suit- 
able to use a friction-set jewel. Then, centering from 
the opposite hole, a new enlarged seat can be turned 
and a jewel set in a metal setting fitted to the turned 
seat. Such cases, examples of which have the jewel seat 
chopped out of any resemblance to its original form, 
and a jewel glued in with shellac or a setting held with 
soft solder, usually come out of cut-price repair shops. 
Even if the thing “works” more or less after a fashion, 
it would be unethical to leave it this way; and it should 
be shown the owner of the watch, and the price of 
proper restoration included in the estimate or the bill 
for repairs. Bringing such work out into the open is 
one of the ways the public‘may be educated to appre- 
ciate good work that is worth its price; and no such 
opportunity should be neglected. 

A few general observations should be made before 
closing this article. After centering a piece of work, 
always withdraw the pump center far enough so that 
a tool being used is in no danger of striking it, which 
might damage center or tool. The center should also 
be withdrawn while inserting work in the jaws, and be- 
fore you are ready to do the centering. Otherwire, the 
work might strike and damage the point of the center. 

While centering work, it is, of course, necessary to 
look through the peep holes in the face plate, from the 
rear, to see that the center has entered fully into the 
hole in the work. Do not fully tighten the jaws on the 
plate at first. Let them clamp the work gently, just so 
the work is held. Then look through each of the peep 
holes in turn, to make sure that the center is in contact 
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as it should be at all points around the hole from which 
the work is being centered. After this examination, 
keeping the center in the hole by some pressure on the 
knob of its rod, increase the tightening of the jaws on 
the plate; it is best to do this in turn, gradually instead 
of fully tightening each one, just after the pump center 
is in place. Neglect of this is what accounts for difficul- 
ties that some workmen have in getting out accurate 
work. Delicacy is needed; the best tool will not do good 
work without skillful handling. 

Occasionally it will be found more convenient to cen- 
ter work from the front, with a tailstock center; but in 
most cases, and whenever possible, the centering should 
be done with the face plate center. 

The face plate should be kept in a box by itself; 
not thrown into a drawer with other tools. Before in- 
serting its chuck in the lathe spindle throat, see to it 
that both are clean and free from anything that might 
cause the face plate to run out of true. Finally, it should 
be borne in mind that the universal face plate is a mas- 
sive thing, on a small chuck, and may be knocked out 
of true if carelessly kept or handled. 





STYLE SELLS MORE WATCHES 
(From page 81) 


every part of the watch. And wrist-watch styles will 
continue to be changed, like merchandise in other fields, 
because style is not static and jewelry merchandise can- 
not afford to remain static, because it needs the benefit 
of the accent on style which is so great a stimulator of 
turnover and profit when it is intelligently used. 

But style must be merchandised to get the full benefit 
of it. It is not enough merely to have goods of up-to- 
date style on hand; the public must be told through ad- 
vertising, window displays, and publicity about new 
styles in our merchandise. The jeweler must establish 
himself as the style expert in watches, jewelry, and 
silver, just as he is already recognized as the quality 
expert. The haberdasher and the women’s dress shop 
have sold themselves as style headquarters for men’s 
and women’s clothing—jewelers can do the same thing 
in their field and will find that it brings them rich 
returns. 

Naturally, the jeweler must discriminate between real 
fashion and passing fads, and “fad” items must never 
encroach on the importance of the regular line of sound 
fashion. The eye and pocket appeal of a watch must be 
kept in proper tune with the timekeeping ability of the 
product—a combination that is essential for the jeweler 
in order to retain his prestige with the public, while still 
cashing in on the profit possibilities of fashion. 





INTERNATIONAL JEWELRY CONGRESS, JULY 2-5 


Luxemsurc—The Seventh International Congress of 
the Jewelry and Horological Trade will be held from 
July 2 to 5 here. The meeting this year was originally 
scheduled to be held at Prague, but at the request of the 
Czechoslovakian Trade Association the meeting place 
was changed to this city, the capita] of the Grand Duchy 
of Luxemburg. In addition to several important assem- 
blies there will be a banquet and two excursions. It is 
expected that American importers who will be in Europe 
at the time will make an effort to attend. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for May, 1939 

















INDEX TO ADVERTISEMENTS 


Abrahams, Raymond ........... 21 Hamilton Watch Co. ............ 10 Panle Laghieas Gk <3 se ceasaees 91 
ee 99 Haviland, Theo., & Co., Inc. ..... 104 Philadelphia College of Horology. 94 
nein WEAGW Oe 6s ce eeiccvcecess 20 er, TF. Gi BO «6 sveveeceis 104 Pitcairn, Wm. S., Corp. ......... 104 
aor Mines, ING. cc oss oxcceeses 65 Heinrich & Winterling, Inc. ..... 104 Pittsburgh Plate Glass Co. ...... 31 
American Time Products, Ine. ...105 Hertel, Wm., & Co., Inc. ........ 93 Platinum Corp. of America ..... 108 
Apex Watch Case Mfg. Co. ...... 67 Peers We NGS on ck ckcsuweees 15 Polaehieies Bo Ue kc vicecewcceecans 92 
Arch Crown Tag & Stamping Co.. 92 Ce ee 58 Peak, Bs Th, BOs Wihivk c ccncean 20 
Art Metal Works, Inc. .......... 51 . , Proctor Electric Co. .......... 24, 25 
re . International Silver Co., 
ai, 6 —, 87 Inside Front Cover = Queen City Buckle Mfg. Co.. .89, 103 
—_iiiie Jacobs, D, & Sons Co. ........... 102 
Bauer & Mutschler ............ 100 ances eoaalinate Reed & Barton Corp. ........... 95 
B. & B. Stock Buyers ........... 101 Jacoby-Bender, Inc. ............. 14 Rich, Jos, A ; 92 
J 2 mY te , G N 2 b, : , . 7. @#*e @ ee eevee ee ee SKS 
— or a & Co., Inc. ... = “tee, medeperenes nd ; — ; Richards Real Estate Trust ..... 74 
- te come On seeeeeeeees 9 Jewelers Buyers Directory, Richards, W. E., Co. ........... 103 
wren Pe MOR SOR KR wea es 17 Inside Back Cover Richheimer, Jerome ............. 54 
Boote, Edward RESURESTA ERO AONE A 104 Jewelry & Cutlery Novelty Co. ... 95 Rosenberg Mfg. Co. ..........--- 93 
Bowman Technical School ....... 94 Rosenthal China Corp. ......... 104 
Boyajian, Wm. C., Inc. .......... 92 Kahn, L. & M., & Co. ..........- 54 : * he 
. Royal Dial & Refinishing Co. .... 93 
Bradley Polytechnic Institute ....108 Kastenhuber & Lehrfeld ........ 106 : ; 
Rusch Wire & Die Corp. ........ 91 
Braunfeld & Mehlman .......... 91 Katz & Ogush, Inc. ............. 3 
Brenet Watch Co. .............. 93 Kauffmann, Frank ..........-.. 92 Sens Da, TO es cbvidorvekaaen 1 
Bristol Seamless Ring Co. ....... 11 Kawneer, The, Co. ............-- 19 Schick, Harry C., Inc. .......... 62 
Brogan, Board FP. ow... cccccccs 94 Kestenman Bros. Mfg. Co........ 22 AS, 5 oc cv occabicvtabeces 97 
Bruner-Ritter, Inc. ............. 9 Kimler & Daniel, Inc. renee eeees 90 Cie: Bis Cie a. ncidwacen%ias 97 
Bulova Watch Co. .............. 23 Kirk-Rich Dial Corporation ..... 99 Schumer, Wm. F., & Son, Ine. .. . .102 
Camden Artcraft Co. ........... 98 Klaa 8, Henry, Co. ..........+-+. ss Sickles, Louis ..........+++.++. 94 
Central Watch Co. BE ARE Ne 98 Klein Bros. Co. Tre TtrccRELuiik |. 102 Silver State Exchange he ks a ator ve 99 
STE Siitiiiinsucedaden ERE» sig ca al ala 7 Silverman, 8., Co. -.......-.--- = 
Concord Silversmiths Corp. ..... 95 —- —. > -<—aigadiiaas a aan eR How 02 vnsennes - 
Suge, teh B, tom, tee, ... 7 unnel, Irving, OM ....-- eee Ghee Be Gs ccc cccnnvensean 12 
Copeland & Thompson, Ine. ..... C6 4 lasle Gtee On .......5. 0088055 1g Smyth, Albert S., Co., Inc. ....... 96 
Crown Pearl & Gem, Ine. ....... 92 Lees & Sanders, Ltd. ........... 108 i oo IM. -.-- 22. ee eee: 98 
pecial Notices, 
NR cian isaac gg -_- Lenox, Inc. .......-+++++++++++- 104 112, 113, 114, 115, 116, 117 
Dee, Thomas J., & Co. ......... go Levy Bros. Management Corp. ... 76 = gueidel Corp. ........-.0000- 28, 29 
De Frece Watch Co., Inc......... 92 Lagan Hotel ......-.-++++s. = Stein & Ellbogen Co. ........... 98 
Dimes, Richard, Co. ............ 103 Leys, Christie & Co. ......... 61, 9 i Straub, Paul A., & Co., Ine. ..... 104 
Display Fashions ............... 101 Lindemann, W. EB. oo. ee eeeeeeees 10 Superior Gem Co., Inc. .......... 90 
Dreher Bros. & Wider .......... 62 Litwin & Sons . washaiige Scapa phages 102 Surnamer, S. J., Co., Inc......... 91 
; ‘ L’Officiel de la Bijouterie et Ac- Geena tt 98 
Elgin National Watch Co. ...... 8 ee errr 66 sateen soho ON MATAR ERENN 
Ellmore Silver Co. .............: 72 Longines - Wittnauer Watch Co., F 
Empire Smelting & Refining Co... 94 Oey es rere 27 Tharaud, Justin, Inc. ........... 104 
Engel, J., & Co., Inc 96 Triangle Jewelry Mfg Co. ...... 100 
Everedy Co ; abridinlishajinat iia 84 Manchester Silver Co. ........ 71, 95 
Ee lila eas i il Marks & Rosenfeld ...........-. 82 U. S. Jewelry Co. ........-+---- 96 
Everlast Metal Products ........ 80 
Massachusetts School of Optom- : 
Felsenfeld, Jack J. ..........0.. 93 Sb I, pilin acwentxaneneane Varni, Stephen, Co. .......----- 91 
as Oe eee 66 Maxwell System .............-. 93 Vernon-Benshoff Co. ............ 100 
Franklin, Benjamin, Hotel ...... 106 McRae me rng aie oe ” Wadsworth Watch Case Co. ..... 49 
Franklin, Jules, Ine. ........... 57 Michigan Dial Refinishing Co. ... 99 ; 
: st Want Advertisements, 
Fuller, George H., & Son Co. .... 98 | Mikimoto, K., Inc. ..........+.+- 53 112, 113, 114, 115, 116, 117 
Fulmer & Gibbons, Inc. ......... 94 Mosembeme Coy ..cccccccccessecs 56 Warren Telechron Co., Inc ...... 26 
NT is ri os 13 len Bis: «oc kicintiie 91 Watch-Motor Mainspring Co., Inc. 92 
Gemological Institute of America. 64 National Jewelers’ Mutual Fire Wedgwood, Josiah, & Sons, Inc.. .104 
General Electric Co. ............ 30 Tametante: GB... scsennnaens xs 101 Weidlich Bros. Mfg. Co. ........ 95 
Gerwe-Frohman Co. ............ 102 National Watch Repairing Co. ... 94 Weinhaus, Samuel, Co. .......... 100 
Gilbert, W. L., Clock Corp. ...... 74 Newall Manufacturing Co. ...... 98  Weksler & Goodman, Inc......... 78 
ik tee .........-....2.. 17 New Haven Clock Co. ..........- 78 Wells Manufacturing Co. ........ 95 
Gorham Co. .................., @@ Noble, F. H., & Co. ............ 108 Western Tray & Case Co. .....-. 102 
Graff, Washbourne & Dunn ..... 91 Norma Multikolor, Inc.......... 85A Whitelaw Brothers .......... 60, 91 
See Se RN I, Be os oera snes ann ~< 
Greenwold-Grift Co. ............ 102 Oneida, Ltd. NO NOY 8 06s he ” 
Gruen, The, Watch Co. ......... 32 4, 5, Outside Back Cover Deets oS Ss aces ees 94 





THE JEWELERS’ CIRCULAR-KEYSTONE 
for May, 1939 


119 





Chad In Corecluaioons sf 


TATISTICS which enable the merchant to compare 
his rates of expense, profit, turnover and the like 
with the average for other stores of similar size and type 
are of inestimable value in pointing out where present 
methods can be improved for the betterment of net 
income. 

Last year the American National Retail Jewelers As- 
sociation, in cooperation with the Jewelers’ Board of 
Trade, attempted a comprehensive analytical survey of 
expenses, profits and turnover in jewelry stores through- 
out the country, the results of which were reported in 
the January number of The Jeweters’ CircuLar- 
KEYSTONE. 

While the figures have proven decidedly helpful as a 
yardstick for wide-awake merchants who want to gage 
their performance, they could be still more valuable if 
more retailers would contribute their figures so that the 
composite averages would be placed upon a broader base, 
and therefore be more truly representative of every class 
and type of store. 

A similar investigation is now being conducted for the 
current year, and questionnaires asking for the necessary 
information have been widely distributed among jewelry 
retailers. 

Every reader of this publication who has not yet sent 
in his report should do so promptly. The. figures asked 
for should be readily available to everyone, since they 
must necessarily be compiled in reporting income tax 
returns and therefore to fill out the questionnaire is 
merely a matter of copying figures which have already 
been made up. 

Only by complete cooperation throughout the entire 
trade can the survey be made of the maximum value to 
each jeweler who will use and benefit by it when the 
final results are published. 

We repeat—if you have not already filled out and 
sent in your questionnaire, do i‘ at once. 


ERHAPS it is thoughtlessness—perhaps it is a de- 

sire to save on postage—but for some reason an 
unfortunate habit seems to be prevalent among a few 
manufacturers and wholesale houses to send confidential 
trade prices through the mails to retailers printed on 
penny postal cards. 

Price lists mailed in this fashion all too easily become 
matters of common knowledge, and the general public, 
which has no conception of the retailers’ cost of doing 
business and thinks that the margin between cost and 
selling price is all net profit, frequently gets an errone- 
ous impression of the jewelry trade as profiteers with 
consequent loss of confidence. 

Naturally no supplier would thinkingly do anything to 
injure the business of his customers, but even though the 
damage is done only through thoughtlessness or mistaken 
economy, the result is the same. 


An expenditure of only one-half cent more per circular — 
(circulars may be mailed in envelopes, but unsealed, at 
one and one-half cents each) would eliminate the trouble, 
and the firms who would make this small additional in- 
vestment in consideration of their customers’ interests 
would undoubtedly find themselves repaid many times by 
the increased good will among the retailers whose busi- 
ness they are soliciting. 


NE OF the things which especially impressed us at 

the conclave of the American Gem Society in Boston 
a couple of weeks ago was the number of young men 
among these serious students of the science of gems. It 
augurs well for the future soundness of the jewelry 
industry that so many of the jewelers of tomorrow are 
equipping themselves with this complete and accurate 
knowledge of the merchandise they sell. 

Only through the possession of such knowledge can 
jewelers justify and keep their reputation as experts 
which is so valuable an asset, and the American Gem 
Society’s scheme of systematic and orderly study of 
scientifically determined facts, when combined with the 
practical experience which the young man receives in 
the store, is the quickest and surest way of acquiring this 
all-important education. 

Our congratulations and compliments to these for- 
ward-looking young men who are so wisely investing 
their time at the start of their careers. May their num- 
ber increase. 


FACT-FINDING committee of the American Soci- 

ety of Tool Engineers reported recently in Detroit 
that labor-saving machinery makes jobs instead of 
destroys them. 

As one of several examples, it pointed out that the 
labor cost of producing even the cheapest American 
made watch would be $1,040, if the work were done 
entirely by old-fashioned hand methods. 

If the cheapest watches obtainable cost $1,040 for 
labor alone (which would mean a retail sales price of 
several thousand dollars) how many watches do you 
think we would sell, and how many watch makers would 
be employed today? 

Think that one over the next time you hear someone 
bemoan the evils of the machine age. 


Tre I GE. | 


Editor 
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